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DO YOU KNOW THEM? 














SANDERS Exp ODD 2. 


They are all high livers. They know a good thing, 
and exchange ideas. 





MR, SHOEMAN.--I would like to clearly understand the difference between 
a net and gross circulation statement. 

MRS. L. P. V. COMPOUND.—Easily a A gross statement is of 
no practical value to any of us, It includes all papers printed—white paper is 
cheap and a publisher can easily manufacture as large a circulation as he pleases. 

CHICAGO BEAUTY.—Do any of the St. Louis papers make a net state- 
ment? 

ST. LOUIS ADVERTISER.—THE ST. LOUIS REPUBLIC makes a 
net st and publishes it for every day in the year at the head of its editorial 
page. Inthis statement all copies spoiled in printing, left over and retur 
unsold are deducted, so as to show net circulation reaching actual readers. THE 
REPUBLIC is the only St, Louis paper making a net exhibit and also the onl 
a Louis paper which publishes a detailed statement of any sort for any length 
of time. 

THE REPUBLIC’S net average daily circulation for first ten months of 
1894 was 53, . 

THE REPUBLIC’S net average circulation for its Semi-Weekly edition for 
first ten months of 1894 was, for each issue, 124,965. 

MISS FIGSYRU P.—A toast to THE REPUBLIC. 
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OF A CENT PER LINE 
PER THOUSAND 
3 CIRCULATION 


for large advertisements by the year in the 
ATLANTIC CoasT LIsTs. 

Printed statement of circulation of the 
Lists forwarded advertisers weekly. 

Contracts can be made with us upon the 
above basis. 

One Cent per line for each three thousand 
copies. 

One electrotype, one order does the busi- 


ness. 








ATLANTIC COAST LISTS, 


134 LEONARD STREET, NEw York. 
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A POST-OFFICE VAGARY. 


AN ACCOUNT OF A REMARKABLE 
THOUGH LITTLE KNOWN 
PERIODICAL. 

There is a four-page monthly pub- 
lished at the town of Louisiana, in the 
State of Missouri, called Nurseries 
and Orchards. ‘The December issue 
is marked Vol. 6, No. 19. At right 
and left of the heading one may read: 
‘‘For November edition we promised 
advertisers only 165,000 copies, but the 
mailing list grew to over 275,000 
copies.”’ At the right: ‘‘For the 
December issue we guaranteed our 
advertisers only 220,000 copies, but we 
print and mail over 300,000 copies.’’ 
In another place the November issue 
is stated to have been 360,000 copies. 
This paper bears the legend: ‘‘ En- 
tered at the Post-Office as second-class 
matter.’’ The postage on these two 
editions at third-class or circular rates 
would cost over $6,000. At second- 
class rates the postage would amount 
to about $400. At the last rate, the 
papers being mailed as sample copies, 
postage is paid in bulk at a cent a 
pound, while at the higher rate it 
would be necessary to perform the ad- 
ditional labor of licking and sticking 
more than half a million one-cent 
stamps. It would take one person four 
months to attach the stamps, if he at- 
tached 5,000aday. At the lower rate 
these papers must be treated as news- 
papers and ‘‘rushed,’’ but if the 
higher rate, by stamps, is paid the 
post-office people are permitted to 
handle them with more deliberation, 
being only circulars. This particular 
periodical is not given a place in the 
newspaper directories, being regarded 
as a sort of advertisement of the great 
nurseries owned by its proprietors, the 
Messrs. Stark Brothers. The Decem- 
ber issue contains a quarter-column 
article copied from the Press, a semi- 
weekly paper issued in the same town, 
of which the foliowing is the greater 
portion : 

600,000 PIECES OF MAIL. 
Our post-office force has been rushed al- 


most to death during the past few weeks. 
The fall wholesale price list of Stark Bros. 
has been —s to the office not only by the 
sack-full, but by wagon loads, and many 
loads daily. Where do they all go? We might 
answer everywhere, even to New Zealand. 

Add to this the mail matter connected with 
their regular correspondence, and we have 
some conception of what a vast business 
Stark Bros.’ Nurseries and Orchards Co. are 
doing. We are informed that the post-office 
handled orer 600,000 pieces of mail for them 
in one month and two days. 

The mail clerks on the Burlington and C. 
& A. routes say that the Stark mail makes 
their routes the hardest to work of any lead- 
ing out of St. Louis or Kansas City, and 
some of the boys “‘ cuss a blue streak ” eve: 
spring and fall about the Stark Bros.’ mail. 
Last fall, when a big rush of lists was goin; 
out, much of the mail was stamped “ Rus 
The Burlington train was late, running si 
miles an hour making up time, when an old 
fellow asked the conductor “a they were 
running so fast. He replied: ‘“* We are carry- 
ing a Stark Nursery mail and it is stamped 
‘Rush.’ 

An interesting story is also told of 
the experiences of Congressman 
Champ Clark, of Missouri, who had 
occasion to. visit the Post-Office De- 
partment at Washington to protest 
against some lack of promptness in 
attending to the business of these pub- 
lishers. The Department urged that 
the amount of mail matter seemed 
very large. Tothis Mr. Clark prompt- 
ly responded that nothing was too large 
for the ‘‘ Stark Nurseries.”’ 

A Missouri correspondent writing 
to PRINTERS’ INK about this case says 
that it would not be claimed that this 
particular paper has even one thousand 
subscribers who buy it outright, but 
asserts that any paper that supports a 
party platform, and any paper that has 
a pull, may have advantages in the 
mails that other even more deserving 
publications will not be able to ob- 
tain. Just such conditions as are here 
indicated are not only possible under 
the law as it exists, but it is next to 
impossible to prevent them without 
doing great injustice now and then. 
The law should be changed. A uni- 
form rate on printed matter is what is 
wanted. Let that rate be whatever 
Congress in its wisdom shall decide. 
But let the law be so simple that even 
a postmaster may be able to correctly 
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determine the proper postage to be 
charged, and so plain and impartial 
that a postmaster-general, or an ex- 
postmaster-general, or a superintend- 
ent of the census bureau, or even 
campaign committees, may not enjoy, 
as a privilege, permission to mail mat- 
ter at one cent a pound of a sort for 
which less favored citizens are re- 
quired to eight cents, and have 
theirs held back until that taken at 
the Jower rate has had first attention. 


ae — 
CONGRESSIONAL CRITICISM. 


HOW SECOND-CLASS PUBLICATIONS ARE 
RECOGNIZED BY THE POST-OFFICE 
DEPARTMENT. 

From the Congressional Record of April 6, 


1894, page 4,262, second column. House in 
Committee of the Whole. 


Mr. SPRINGER: I could submit to 
the committee copies of publications 
which have been submitted to me, 
and they could not tell those publica- 
tions, by reading and all the contents, 
from any other newspapers that pass 
through the mails every week as 
second-class matter, and why they are 
excluded from the mails is a mys- 
tery to me and to everybody outside 
the Post-Office Department. * * * 
There have been a number of rulings, 
and as I understand it, it is not the 
effect of a general ruling upon all, but 
upon each publication when it is sub- 
mitted, and that has been going on for 
several years. 

Mr. EVERETT: Arbitrarily, without 
any general rule? 

MR. SPRINGER: Yes. * * * The 
practice of the Department is to take 
two publications and rule one out and 
one in, and no man can tell why one 
was ruled out and the other ruled in. 


—___ +o -—___. 
IT CANNOT BE. 


It is certainly time that the Post-Office De- 
partment, which is really the greatest busi- 
Ness concern in the country, was conducted 
on business principles.—Wadlace & Sproul, 
proprietors of the Chester (Pa.) Times. 


It never will be, though, while the- 


law is such that a postmaster cannot 
tell what to charge, by looking at and 
weighing the matter to be mailed. 


o 

THE Cottolene people have obtained 
an injunction against the manufactur- 
ers of Cottoleo. If there is any pro- 
tection at all for a trade-mark this 
would seem to-have been a case call- 
ing for a manifestation. 





ILLUSTRATED ADS. 
By Wolstan ‘Dixey. 


There is one use of illustrations in 
advertising which is comparatively 
neglected or seldom well done when it 
is done at all. I mean the use of an 
allegory which presents the advertis- 
er’s argument to the eye at a glance 
and chnches it, just as a cartoon 
clinches a political argument. 

A really good illustrated advertise- 
ment of this sort is rare, and the rea- 
son is because it isn’t a matter of art 
at all but a matter of advertising. It is 
easy to put art into an advertisement, 
but the difficult trick is to put advertis- 
ing into the art. 

A picture should always be well- 
drawn and artistic—no matter what 
the purpose is—but if advertising is 
the object, that should never be left 
out for the sake of making a pretty 
picture. Have the picture ; have it a 
good eye-catcher, as striking as pos- 
sible ; and at the same time have it say 
something to the eyes about the goods 
tt advertises. 

This doesn’t mean a pictorial pun, 
or a play on words, but as sensible 
and matter-of-fact idea as possible— 
an idea which the advertiser wants to 
put plainly and pointedly to the pub- 
lic, presented to their minds directly 
through their eyes. 

Few artists—even the best of them 
—can do this effectively from a mere 
hint or suggestion; that is because 
they are artists instead of advertising 
men ; and instinctively allow the ar- 
tistic features to crowd the advertising 
purpose out of mind. 

The advertising man and the artist 
must lay their heads together and 
never take them apart until the idea 
which is the purpose of the ad sticks 
out plainly both from the words and 
the drawing. This involves work and 
patience, but 7/ pays. 

me re 

SOME people, reflecting upon the 
post-office retention of the issue of 
PRINTERS’ INK for November 28, on 
account of its extra thickness and blue 
paper cover, are led to wonder by what 
sort of an interpretation of the law so 
many newspapers manage to mail art 
portfolios, botanical drawings and 
other similar productions without affix- 
ing stamps and at the one-cent-a-pound 
rate. PRINTERS’ INK will welcome 
communications tending to throw light 
upon this postal mystery. 
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IN THE SOUTH. 
‘By Theodore Stuart. 


For successful advertising in the 
South one must have something which 
the Southern people need. The fact 
that a thing is thoroughly advertised 
is not sufficient, of itself, to sell it. 
The people of the South are too con- 
servative, even when they are not too 
poor, to buy useless novelties. If not 
as shrewd as the proverbial Yankee, 
they are nevertheless careful of their 
money. Hence, it is true that adver- 
tising, of a certain kind, does not pay 
in the South, namely : advertising of 
things which the — do not need. 

An example of advertising which 
does pay in the South is afforded by 
the business career of B. F. Avery, 
the plowmaker, of Louisville, Ky. 
He was the first great advertiser in 
the South, as well as the most success- 
ful. He accumulated a fortune by 
advertising. But he advertised some- 
thing that the people needed. 

In his day, about forty years ago, 
the papers, especially those in the 
South, had small space to sell, and 
there were no advertising ‘‘hustlers’’ 
to sell that. Mr. Avery required 
larger space, and attractive and accu- 
rate cuts. He was so thoroughly con- 
vinced that such advertising would 
sell his plows that he established a 
paper of his own, which took rank 
not only as the best medium for adver- 
tising Avery plows, but for advertis- 
ing many other articles, of equal 
merit, sold by other manufacturers. 

The secret of Mr. Avery’s great 
success (he became a millionaire when 
millionaires were rare in the South) 
was that he had something to sell 
which was needed in the South, and 
he used printers’ ink liberally in scat- 
tering the news broadcast. His art 
was simple ; his methods were direct 
and honest. <Any merchant or manu- 
facturer who follows his methods or 
adopts his art will succeed likewise. 
He need not start a paper of his own, 
as Mr. Avery was almost compelled to 
do, but he should use the papers which 
exist—the papers which are read— 
and the returns will be certain, for ad- 
vertising in the South does pay. The 
conditions are different, and peculiar 
styles must be adopted to suit ; but 
that does not alter the fact that adver- 
tising in the South pays, and pays 
handsomely, when skillfully done. 

It would be foolish for a merchant 


to conclude that he will not advertise 
in the South because the methods 
which he employs successfully else- 
where have not succeeded there. The 
conditions are different; but skill, 
like faith, brings salvation to all men 
with absolute justice. 


THE ‘*GOLDEN RULE’S” DE- 
PARTURE, 


There is one method of increasing 
the advertising value of a paper which, 

thaps, is not tried so often as it 
should be. This method consists in 
educating the readers into perusing 
the advertisements. No one realizes 
how interesting the matter in the ad- 
vertising columns is until it is read. 
Hence, when a person once gets into 
the habit of reading the advertise- 
ments, he or she seldom discontinues 
it. For this reason, when the readers 
of a paper have been educated into 
reading the matter in its advertising 
columns, their value to advertisers is 
considerably increased. One of the 
papers which appears to recognize this 
fact is the Golden Rule, of Boston, 
Mass. Every issue of that journal 
contains a paragraph or short article, 
not appealing to advertisers to patron- 
ize the Golden Rule, but encouraging 
the readers to examine the advertise- 
ments already in it. 

In telling how the Golden Rui came 
to adopt this idea, Mr. Coleman, the 
advertising manager, says : 

For a year or more some of the more en- 
terprising daily papers in Boston have been 
using four or five inches of the most promi- 
nent editorial space in the paper to attract 
attention to the merits of their advertising 
columns. Day after day the legend appears, 
constantly changing in style and design. 
This was the first ray of light that crossed 
=ycre from the dawn of the new day. 

he possibilities of this innovation opened 
up before my mind innumerable avenues, and 
made me wish that I were on a daily news- 
paper, where I could follow out these 
thoughts to their natural conclusions. 

One evening while working late, and free 
from the daily hub-bub of a | 5 e office, the 
thought came, What should hinder the trans- 
panties of that thought to a weekly paper? 

umerous obstacles presented themselves. 
Space was limited and precious. Mine was a 
religious paper ; how would the editors feel 
about it ? fore going home an entire out- 
line of the scheme was developed, the first 
copy prepared, and the following morn- 
ing it met with the hearty and unanimous 





aprons of the — that be.” In 
the next issue, ct. 19, 1893, there 
appeared a long, narrow strip (x inch x 


9 inches) at the bottom of page 2, directly 
under the contents and the review of the 
week’s news. It was entitled ‘‘ The Adver- 
tising Man’s Flat.”” Every week since then, 
now more than a year, the advertising mana- 














6 
ger, as well as the editor, has had his say 
with the readers until now (judging from 
positive evidence in hand) this little depart- 
ment of business is as carefully read and 
eagerly sought for as any other department 
of the paper. It is kept short and crisp, 
bright and sparkling, suggestive and ever- 
lastingly varied. But the point is this: the 
readers of the paper have learned to look at 
the advertising as a legitimate part of the 
the paper, have n to appreciate its value 
and to understand how to profit from it. 
Several contests have been hotly waged to 
determine the best all-round advertisement 
in a given issue—to guess the names of cer- 
tain advertised articles belonging to well- 
known commercial phrases, such as “‘ Wortha 
guinea a box.”” Through the correspondence 
resulting from this department I have been 
able to determine the average age of our 
readers, and I have ener gy ano perad-. 
venture, that, on the average, 3 1-10 peo- 
ple read regularly eve: copy of the 
paper. There is nothing that an advertiser 
need to know about our circulation that I 
cannot tell him or find out for him very 
shortly. While our circulation is of the very 
best quality in the land, and our prices the 
lowest offered by any paper in our class, we 
have found that advertisers appreciate, even 
if they do not require, something more than 
honest circulation and honest representation. 
You may wonder why it is worth my while to 
ive out publicly a plan of which I seem to 
ave the monopoly. Is it because I rep- 
resent The Golden Rule ? 


WAS IT RIGHT? 

When it is borne in mind that there is just 
about $2,000 difference between the legitimate 
amount of the postage on Printers’ INk’s 
“Year Book” and the amount it would have 
paid if it had managed to get through at 
second-class rates as a newspaper, one may 
readily realize why there is a deficiency in 
this department at Washington. And that 
Printers’ Ink has no possible ground for 
a grievance in this instance is proven by 
its statement that the cost of the Year 

was $6,000, while the income from 
advertising alone is, for 235 pages, at $100 a 
, $23,500, leaving over and above the 

ooo and postage Tom a net profit of 

15,200, or nearly 200 per cent on the cost.— 
The Fourth Estate. 

The same argument applies with 
equal force to Christmas issues and 
almanac editions with which the pub- 
lic are so familiar. It is not a ques- 
tion of what can be afforded, but 
merely of what is just and right. 








IF it’s good policy to rent display 
windows in the main city thorough- 
fare, where a couple of thousand of 

ssible buyers will see it every day, 
it’s much better policy to rent display 
advertising in the leading newspapers 
where tens of thousands of possible 
buyers can't help seeing—not when 
they are hurrying through the crowded 
streets in any mood but that of buy- 
ing—but when they are sitting down 
quietly at home in the mood of con- 
sidering what they want to buy and 
where to buy it. 
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COUNTRY AD-GETTING. 


The advertising agent who deals 
with big firms in big cities may im- 
agine that his job is no snap, and it 
isn’t ; but, compared to the position of 
the fellow who hustles for the elusive 
adlet in the inland cities and the big 
country towns, he reclines upon velvet 
cushions and is wafted to the skies 
upon flowery beds of ease. He doesn’t 
know what hustling means. 

For consider: The city advertiser 
has ashis motto: ‘‘ This thing I do,” 
and he does it, and he does it well. 
Advertising is his sole department, and 
he understands it way down to the 
ground. If the advertising agent is 
equally an adept, and has a really de- 
sirable medium to offer, it is only a 
question of time before the deal is 
concluded. 

But what does either know of adver- 
tising as it is done in the country dis- 
tricts? Here is a man who doesn’t be- 
lieve in advertising when it is dull ; 
here is a neighbor who has more busi- 
ness now than can be attended to with- 
out any advertising ; here’s the man 
that is cantankerous because of a row 
in the church, and here is the one that 
has a grudge against the local paper 
because it told the truth about some 
friend’s indiscretion. Politics,religion, 
church quarrels and secret society dif- 
ficulties cut a big figure in small cities 
and big towns. They often determine 
a big advertising contract; big, that 
is, relatively, to the business of the 
town. It takes a great deal of tact to 
convince a man that the money he has 
been investing in some church fair 
program or firemen’s dance dodgers 
is money wasted without at the same 
time mortally offending him. 

Country ad-getting is apt to be a 
side issue, an occupation taken up to 
keep one out of mischief after having 
written the editorials and locals, 
dunned delinquent subscribers, read 
proof and perhaps turned to and set 
a little type, or run the press awhile. 
Quite a different condition, this, from 
the scientific, trained devotion of time 
and energy to a — department. 

One in twenty-five, perhaps, suc- 
ceeds in the fullest sense in the coun- 
try field, making money and reputa- 
tion. With an equal energy and ability 
devoted to a _ single department, 
whether ad-getting or editorial work, 
this local success would greatly adorn 
a larger city field. 
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SEEDSMIEN! 


When making up your list for 1895 do not overlook the following 


PRACTICAL REASONS WHY 


YOU SHOULD USE 


The National Presbyterian 
The Westminster Endeavorer. 


THIS ALSO APPLIES TO ALL OTHER ADVERTISERS. 


1.—The NATIONAL PRESBYTERIAN will reach every active minister in the 
Presbyterian Church (North and South) and Dominion of Canada. It will also 
reach every Sunday School Superintendent in the Presbyterian Church in the 
same territory. 

2.—The WESTMINSTER ENDEAVORER will reach the President and the Sec- 
retary of every Christian Endeavor Society in the Presbyterian Church in the 
United States and Dominion of Canada. 

3.-—Every copy (in excess of our regular list) will reach people who wil 
be interested in its contents, and a large per cent have asked us to mail them 
sample copies with a view to subscribing. This materially increases their value 
as advertising mediums. 

4-—The combined guaranteed circulation will not fall below 100,000 com- 
PLETE CopIEs each issue. 

5.—A new dress of type has been placed on both papers. Future issues 
will be printed from electrotype plates and consist of sixteen pages and cover 
(twenty pages in all), stitched and trimmed. 

6.—We reach the most liberal buyers of good goods in the world, and in 
order to enhance the value of our papers as advertising mediums we agree to 
reimburse direct loss to our subscribers occasioned by misrepresentation in our 
advertising columns. 

7.—Advertising orders for the NATIONAL PRESBYTERIAN and the West- 
MINSTER ENDEAVORER will be accepted on the following condition: 

“A combined circulation of 100,000 COMPLETE COPIES is guaranteed each 
issue (commencing December, 1894), to be proved by post-office receipts. Should 
any edition fall below 100,000 complete copies, no charge is to be made for ad- 
vertising in such issues.” 

8.--CoMBINATION ADVERTISING Rates: DispLay, 65 CENTS per agate 
line, each insertion. Discounts, 3 months, 1o per cent; 6 months, 15 per cent; 
12 months, 20 per cent. READING Marrer is charged 25 per cent more than 
display for space occupied, agate measure. 


ADORESS CORRESPONDENCE PLAINLY, 


STANDARD PUBLISHING COMPANY, INDIANAPOLIS, IND. 


Eastern Representatives: 
BURDETT BROTHERS, 258 WASHINGTON STREET, Boston, Mass. 


AND TrisuNne Bui_pinc, New Yorx Crry. 
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is the Christian Endeavor Weekly, that 
means ! It has 

....96,000 SUBSCRIBERS... 
among 30 denominations entirely covering 
the United States, that means ! It 
is never omitted from the lists of the most 
successful advertisers, that means ! 
Space contracts less than % cent per line 
per 1,000, that means ! Altogether it 
means ! Study out yourself what such 
qualifications mean to you as an advertiser. 
Address 


Golden Rule Company, 
646 Washington Street, Boston, Mass. 
GEORGE W. COLEMAN, 


Advertising Manager. 
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GHAGOAOGSGCIACICIEGIES seessse 


Seattle’s 
Big 
Daily! 


The SEATTLE PosT-INTELLIGENCER iS 
now, and always has been, the only 
influential newspaper of large circu- 
lation in the State of Washington. 
It is the only Morning Daily pub- 
lished in the City of Seattle, the 
“Seattle Telegraph” having sus- 
pended publication Dec. 8, 1894, 
and its plant is now in the posses- 
sion of the PosT-INTELLIGENCER. 

Advertisers should place their 
contracts NOW. 


NNN 


Ge, 


VOCE 


A. FRANK RICHARDSON, c. A. HUGHES, 


Special Agent, Eastern Manager, 
13°14-15 Tribune Building, 93-94 Times Building, 
New York. New York. 
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THE EVENING STAR 


1 
The Oldest Newspaper, 
The Largest Newspaper, 
The Cleanest Newspaper, 
The Best Newspaper, 


in the CITY OF WASHINGTON. 
—eo— 
It Has 
The Largest Circulation, 


The Best Circulation, 
The Greatest Influence. 


—eo— 
It Gives a larger return and a better 





return for the money, to both readers and 
advertisers than can be given by any other 
newspaper in Washington; yes, than by 
any other two of them. 

—eo— 

In Fact, so far as advertisements are 
concerned, an announcement in the col- 
umns of THE Star secures a publicity 
that-is equal to an appearance in all the 
other newspapers in the city. 





—9@— 


New York Representative, 
L. R. HAMERSLY, 
Potter Building. 
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“There Are Others.” 
* “There Are Others. : 
2 Other papers in Philadelphia of course, ¥ 
@ but the wise advertiser uses them only AFTER he g 
$ has built up his business through the $ 
; ‘ 
= The ITEM comes first on every well selected $ 
$ list. If the advertiser is going to use only one g 
% paper in Philadelphia, the ITEM is pre-eminently $ 
$ that one. It has the largest evening circulation ; 
in the United States. It has the widest influence $ 
, , at Sa $ 
@ and the lowest rate per line per thousand circula- 3 
$ tion in Philadelphia.- Average circulation over 3 
| 190,000 Em. | 
$ / 9 IN THE YEAR. ’ 
g S. C. BECKWITH, § 
2 F 
3 Tribune Building, The Rookery, $ 
3 : New York. Chicago. § 
$ g 
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A CHAPTER FROM HISTORY. 


While accurate history of the evolu- 
tion and development of the advertise- 
ment is scarcely obtainable at this day, 
still the fragmentary records of its 
early years, which are occasionally un- 
earthed, are replete with interest for 
the student of this wonderful art, who 
can regard them in the light of. nine- 
teenth-century advancement. And not 
only are these records interesting, but 
a backward glance into the mist-veiled 
past inevitably proves productive of 
ideas and profitably instructive. 

When we consider the obstacles 
which it was necessary for pioneer ad- 
vertisers to surmount—not only in the 
crude and expensive methods of gain- 
ing publicity, but-also in halls of legis- 
lation—we cannot but wonder that the 
art of advertising was not throttled in 
its infancy ; on the other hand, when 
the value of this art as a factor in com- 
mercial improvement is taken into con- 
sideration, we realize that no barrier 
could long debar it from the field of 
progress and final triumph. 

From all the history at our disposal, 
it is evident that advertising did not 
come into existence with the newspa- 
per, nor for several years thereafter. 
Its origin is wrapt in mystery, but it 
would seem that the early newspaper, 
crudely but surely performing its mis- 
sion of education, demonstrated the 
value of publicity in business success ; 
and that, having learned this, some in- 
telligent business man evolved the 
scheme of utilizing the columns of 
news journals for promoting this pub- 
licity. It was not the publisher who 
conceived the idea of advertising as a 
source of revenue for himself, but a 
merchant, whose shrewd mind grasped 
the value of such a method and who 
saw that his own revenue would be 
materially increased. Thus these two 
great factors of civilization uncon- 
sciously gave life and strength to each 
other while independently performing 
their separate missions—the newspaper 
to promote knowledge among the 
masses, the advertisement to promote 
commercial prosperity. 

The date of the first advertisement’s 
appearance has never been definitely 
decided, although it is conceded that it 
was about thirty-five years after the 
first newspaper was issued. One chron- 
icler asserts that it occurs in Mercurius 
Politicus for January, 1652. This 
statement, however, is disputed by a 
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writer in Motes and Reviews for July, 
1872, who claims to have found two 
examples of advertisements in the 
Mercurius Elericticus, in 1648. The 
former journal was published in Lon- 
don by one Marchmont Nedham—a 
journalist whose frequent religious and 

litical ‘‘changes of spirit’’ made 

im quite famous during the seven- 

teenth century; the latter was also 
published in London, its proprietor 
being a John Birkenhead. 

Of all the foes against which the 
infant art of advertising was compelled 
to struggle, the chief was perhaps a 
duty which was levied on each adver- 
tisement in Great Britain previous to 
1853. Thistax was unequal, oppress- 
ive and, therefore, unjust. It called 
forth the condemnation of leading 
statesmen of the periods during which 
it was in force, and was very properly 
branded as ‘‘a tax on knowledge and 
enterprise.’’ It was the same in all 
cases, whether the ad occupied a page 
or a line, whether it advertised a sale 
of goods worth £100,000 or was a 
mere servant’s appeal for a situation. 
This, of course, rendered it possible 
for only firms doing a large business to 
advertise with profit. Until 1833 the 
law demanded that 3s. 6d. should be 
paid to the government in Great Britain 
for each advertisement, and 2s. 6d. in 
Ireland. Under this law there ap- 
peared in the United Kingdom during 
the year 1832, 921,943 advertisements, 
upon which a duty of £172,570 was 
paid. But the increasing clamor of 
the people for cheap newspapers—only 
possible by profitable advertising pa- 
tronage—caused a reduction of the tax 
in 1833 to 1s. 6d. in Great Britain and 
Is. in Ireland. The beneficence of 
this reduction was at once apparent, 
and in 1841 the number of business 
announcements had increased to 1,- 
778,957—a gain of 857,014, or almost 
double that of eight years before. 
This condition of affairs continued for 
twenty years, when, in compliance 
with the almost unanimous voice of 
press and public, the tax was totally 
abolished in 1853. 


In free America, however, no such 
oppression of enterprise as taxing a 
business announcement ever existed, 
and it is doubtless partially owing to 
the broad views of our government 
that the art of advertising has grown 
so rapidly and attained such perfection 
in this country. James B. Kirk. 
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ADVERTISING TOO MUCH. 


A few days ago I called on an ex- 
tensive advertiser to ‘‘ work’’ him for 
an ad. He refused to consider the 
proposition, on the ground that he had 
worked the particular paper I was talk- 
ing about for all it was worth. 

“I keep a close watch on the pa- 
pers I use,’’ he said, ‘‘and while that 
paper used to pay me well it has not 
done so for two years, and I was com- 
pelled to drop it.’’ 

Asking for an explanation he gave 
me his experience, and as it was new 
to me I give it to PRINTERS’ INK. 

This gentleman manufactures a spe- 
cialty for farmers, a machine ‘that sells 
for from $15 to $20, and there are a 
large number of them sold each year. 
He claims that after he has used a pa- 
per about three years he has sold to 
all the old subscribers who are liable 
to buy of him, and that the increase in 
the way of new subscribers to the pa- 
per is not large enough to pay him for 
the expense of advertising in that pa- 
per. His plan is to try a new lot of 
papers, and after two or three years 
go back to the original list, as the 
number of readers who did not see 
the paper when he was using it pre- 
viously is large enough to make the 
Paper a paying medium again. 

asked him why the patent medi- 
cine men found it profitable to keep 
on advertising in the same list’ year 
after year if his theory was the correct 
one, and he replied that, while a man 
who bought a machine of him did not 
want another as long as he lived, any 
man was liable to become diseased, or 
imagine that he was, and was a possi- 
ble buyer of patent medicines while 
life lasted, becoming more so the older 
he got. He further said that anything 
that was soon worn out or was de- 
stroyed in the using could be adver- 
tised constantly, if it was being adver- 
tised at all, with results, but that a 
thing that was practically indestructi- 
ble could be over advertised. 

I have wondered if this theory is a 
sound one a good many times since my 
interview. In the face of the adver- 
tising records I saw that day I would 
not care to combat it very strenuously. 
In fact this season’s experiences in- 
cline me to think there is something 
in it. MILLER PuRVIs. 

—_+o>—__—_ 
Tue millions of people who never read 
circulars always read newspapers, 








PRINTERS’ INK, 


Tue retail jewelers are becoming more and 
more manifest in the high-class magazines. 
Peabody, of Chicago. joined the ranks not 
long ago, and a full page, done exquisitely, is 
in evidence for Wilson Bros., of Boston, in 
the Christmas magazines. Theodore Kohn 
& Son, of New York, are doing some adver- 
tising both in anguanes and newspapers 
that shows the mark of the adept at advertis- 
ing.—ADDISON ARCHER. 
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Coun & Bro., Fifteenth street and Sixth 
avenue, the largest shoe advertisers in New 
York, have joined the ranks of the truly wise 
by taking their firm name from the head of 
their ads and putting it at the bottom, leav- 
ing the opening of the ad for striking displa 
and a striking story about the goods offered. 
They rightly believe that those who are in- 
terested in the goods advertised will take the 
trouble to look at the address at the bottom, 
where the eye naturally seeks it after reading 
thead. Many of the firms whose business is 
at the top have their name at the bottom. 
++ > 

Painters and billposters or others whose 
main capital is ‘service’? are generally 
spoken of as dishonest. It is not true. My 
experience of ten years has convinced me that 
the man whose main capital is his word of 
honor and whose continued or renewed busi- 
ness depends on the fulfillment of his verbal 
agreements, is quite as much alive to his in- 
terests as the person who gives him work on 
the strength of his promises; the difficulty, 
however, lies in the absolute lack of system 
in regulating the business relations so that 
verbal agreements may be verified by docu- 
mentary evidences, not resting on a question 
of veracity between an agent and the man 
whose “‘honest service” is in question.— 
Business. 
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‘““TOP OF COLUMN’’—THE ADVERTISER 
WHO STUDIES PRINTERS’ INK. 
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IT PULLS. 


Many a man has been snatched 
From ruin’s very brin 

By having his name attached 
To an ad in Printers’ INK. 


datbelalniceaadiionbitienaatas 
Tue times may be as hard as any crime, 
And trade as dull as any poet’s rhyme. 
he persistent little ad, 
If it really isn’t bad, 
Is pretty sure to get there every time. 
++ —_— 


To some, we think, that printers’ ink 
May be worth many dollars, 
And many more, if they before 
Were Printers’ Inx’s apt scholars. 
—__+or—_—_—- 


Tuis world is wide, 
And every side 

Is filled with sage advising 
Of fortune’s quest. 
But they do best 

Who counsel advertising. 





ALITTLE sage experience, a little drop of ink, 

A little wisdom, and the ad will make a mill- 
ion think. 

A careless placing of an ad, with little wit to 
spare, 

Is pretty sure to get there, too, 

And bust a millionaire. 

ee 

Tuey do not trust in vain who link 
Their fortunes unto printers’ ink. 


RSI A BOE 
DON’T PAT YOUR DOG TOO HARD. 
A monkey, prowling round a house, picked 


up a poem, which read: 
“T like to see a little dog and pat him on the 





head.” 

The monkey liked to do the things that other 
people do. 

And so he thought that he would try the 
patting business, too. 

He took his stand beside the road, behind a 
hickory log, 

And soon a darkey came that way, and with 
him was a dog. 

The monkey seized a good big club and gave 
the dog a pat 

That almost smashed his skull in bits and 
nearly laid him flat. 

The club swung round with so much force, 
the club came down so hard, 

The canine with a howl ran home and died 
in the back yard. 

They dragged the monkey off to jail; his 
case was quickly heard ; 

And as they sentenced him to death the 
judge observed: “* One word: 

This melancholy case doth show how oft a 
thing that’s good 

Brings men to-grief because it is not fully 
understood. 

Remember there are ways and ways to do 
the most of things, 

But the right way is the only way that any 
profit brings. 

Our simian friend is now arrayed in Death’s 
repulsive togs, 

Because he spent a force on one enough for 
twenty dogs. 

So let the court stenographer, in lieu of other 


ar 

Proclaim to all the world this rule: ‘Don’t 
pat your dog too hard.’”” 

MORAL. 

A moral for the men whose eyes upon these 
lines alight : 

“It profits naught to advertise unless you do 
it right.” 


CLEAN UP FIRST. 


Where's that pair of boots, you say? 
Covered up with dust. 

Where’s the knife to cut the cheese? 
Hid away in rust. 

Dingy counters, dirty glass, 

Filthy floor ; who wouldn’t pass? 

Such a place I know, ! 
Not so far away. 


Don’t begin with advertising— 
Let that be the last. 
Don’t disgrace a good profession 
With your dirty past. 
Go and get some soap and water; 
Throw your spittoon in the gutter; 
Fill your cooler up with butter 
Better than the last. 


When at last you’ve got things going 
In a better way, 
Sit you down and think a minute, 
For the same will pay. 
When you’ve got your stock in trim, 
Write an ad chuck-full of vim, 
And you'll find you’re “in the swim” 
At no distant day. 
—_——~oe——— 
BE HONEST. 


An ass once found a lion’s skin. 
“Why, here’s the thing for me; 
I'll deftly put myself within 
And have a time,” said he. 


“T’ll rove the fields, and bird and beast 
Will cry, ‘ Behold the king!’ 

I’ll take, when I’m inclined to feast, 
My pick of everything.”’ 


He tried it on, but beast and bird 
All cried “ Ha, ha!’’ with scorn, 

And said it was the most absurd 
Thing seen since they were born. 


They didn’t jump upon the ass 
And tear him bone from bone ; 

They simply let him go to grass 
And left him there alone. 


A man‘once found a flaming ad 
With adjectives galore ; 

Quoth he: “ What better could be had 
To draw trade to my store? 


“I'll dress it up to fit my case 
And pad out wey line, 

And rather guess I’ll own the place— 
Its trade will all be mine.” 


He filled the ad with promises 
He knew he couldn’t keep, 

Excited doubting Thomases, 
Made Ananias weep. 


And folk who read exclaimed : “‘ This man 
Has a tongue with supple joints ; 

We think undoubtedly 5 can 
Give Ananias points.” 


Of course they didn’t go to see 
“ His wonderful display !”” 

And now the merchant saith, saith he, 
“ Oh, advertising doesn’t pay.”’ 


A moral for the men whose eyes 
Upon these lines alight: 

“Tt profits naught to advertise 
“Unless you do it right.” 








An ad should be judicious, clear, succinct ; 
The language plain and facts well linked. 
Tell not as new what everybody knows, 
And new or old still hasten to a close. 
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COL. SCOTT’S CHICAGO TIDAL WAVE. 
IT 1S OVERWHELMING THE STATE OF ILLINOIS. 





ADVERTISING IN ILLINOIS. 
The Reporter says that a great revival of 


advertising has taken place among the busi- 
ness men of Raritan. Nearly all of them 
have purchased rubber stamp outfits, and 
they are plastering the whole town and the 
inside of their stores with measly-looking 
announcements. Raritan merchants must 
place a very low estimate on the intelligence 
of the public if they expect them to stop and 
read such conglomerated ao ower of 
mixed-up letters, daubed on pasteboard with 
elderberry juice. Cross-road stores used 
that method of advertising years ago, but in 
these days, people who get their hair cut as 
often as twice a mg and wear something 
more fashionable than poke bonnets, are not 
caught standing before such announcements 
devouring them open-mouthed. Advertising 
is a science that requires study and close 
observation. An advertisement on the street 
must be so large and plain that people can 
read it without seeming to do so, otherwise 
it had better be put into their homes, where 
it can be perused unobserved.—A7r. 
(Zi) Leader. 
a 


HONEST ADVERTISING, 





| A GANG OF TOUGHS. 





Was a placard attached to a_half-dozen 
dressed oa in front of a Lacon, IIL, 
butcher shop. 





Pretry Sunday School Teacher—Who 
made man? Tommy Snooks may answer. 

Tommy Snooks (whose pa makes ‘“‘Snooks’ 
Snide Specific”)—Please, ma’am, advertising. 

P. S. &. Teacher (horrified)—W-h-a-a-t ! 

Tommy Snooks (sturdily)—Well, my daddy 
says advertising made him, anyhow. 





A superstitious subscriber, who found a 
spider in his paper, wants to know if it is to 
be ponte Fe a bad omen. Nothing of the 
kind. The spider was merely looking over 
the columns of the paper to see what mer- 


chants were not advertising so it could spin 
its web across the store door and be free from 
disturbance.—Uncredited Clipping. 





PRINTERS’ INK. 


ORDERED OUT HIS AD. 


Once on a time a man there was 
Who strongly did desire 

A rest to take trom business cares— 
In short, get out, retire. 


He told his friends of his intent ; 
He got out bills ; in fact, 

To close his stock and business out 
He u his utmost tact. 


But, strange to say, his trade held up, 
New goods he had to buy; 

It looked as if he couldn’t quit, 
No matter how he’d try. 


Until one day a friend explained 
Why he such trade had had, 

And now he’s out of it for keeps— 
He’s ordered out his ad! 


-o, 


THE OLD WAY AND THE NEW. 





THE OLD WAY. 
“I never need to advertise,” 
aid sagacious Merchant Brown 
And declared, with look most passing wise, 
“I’m known for miles around. 
In business here nigh thirty years 
I’ve been in this same city. 
If I don’t know my business now 
It surely is a pity. 
Tt. 
“*I’d like to help your paper” 
(That chestnut, old fiw pel 
** But advertisin’ aint no good— 
It never makes a sale. 
I tried it onct, and for an ad 
I gave four pounds of tea; 
It never did a bit of good 
So far as I could see.” 


THE NEW WAY. 


“Good morning, Mr. Paperman ! 

I was wishin’ you’d come ’round. 
My ads in your qeenpeoee 

at any way I’ve found 

To tell the people what I have, 

To make them come and see ; 
* goods and prices do the rest, 

’m as busy as a bee. 


Il. 


** Just write me out a little ad, 
Bout five dollars’ worth, I guess. 
This boneless cod is mighty fine— 
Just take along a mess. 
I tell you advertisin’ pays ; 
I’ve been here now a year, 
Gained most ail the first-class trade, 
And put by a thousand clear.” 


RESULT. 
One day the paper had an ad, 
All set in solid nonpareil. 
The goods and chattels of Merchant Brown 
The sheriff advertised he’d sell. 
’T was the only ad that Merchant Brown 
Ever had, but in the end 
’Twas a howling success, for the goods 
Were sold—to his advertising friend. 
—_—__+o>—__—_. 
EveryTuincG that Midas touched, 
In the days of old, 
So the ancient saith, 
Promptly turned to gold ; 
If you covet Midas’ touch 
nd would grasp the prize, 
If your coffers you would fill, 
Advertise. 














PRINTERS’ INK. 


He who reads twice over the same ad is 
not far from being a purchaser. 





Don’t say all there is to say in one ad. 
Leave a shot in your locker. You'll need it 
before the campaign is over. 


—~+o>——_—_ 

Ir you have a business, advertise and keep 
it. If you don’t havea business, advertise 
and get it.—Mafleton (la.) Home Advocate. 


pee AES FRESE 

Tue difference between the product of an 
expert ad writer and that of inexperience is, 
that while the former is awfully simple, the 
latter is simply awful. 


+0 
Hap “ Printers’ Ink Year Book”’ been called 
the Christmas edition, its admission to the 
mails as second-class matter would have been 
no more questioned than that of the Almanac 
edition of the monthly World. 


Tue business man who would prosper will 
find it as necessary to pay advertising bills 
as grocery bills. It may be remarked in 
passing, that the business man who has no 
advertising bills to pay generally finds it dif- 
ficult to pay his grocery bills. 

No matter how small an ad is don’t let it 
look crowded. Better leave out something 
than to join it with small type close to its 
limits. tter sacrifice display type and drop 
down into solid agate than not to have white 
space enough to give a readable look to it. 








In some of the smaller towns it is impos- 
sible for traveling fire, assignee or bankrupt 
sale concerns to get advertising in the local 
papers. The publishers have the interests of 
the home merchants in mind, and are occa- 
sionally reminded of their duty by a boycott 
when they forget. 

ha een 
A Lacon, Ill., boy stole Dr. Vernay’s 





| PAINLESS FILLING. 





dentist sign and nailed it over the door of a 
neighboring restaurant. 


Jno. T. Norswortny, of Carmi, Ill., and 
his whilom wife, Stella M. Norsworthy, 
having dissolved their partnership in the 
White County News, the former announces 
in the new paper he has started, called the 
Norsworthy Carmi News, that he is not 
morally or legally responsible for any debts 
against the White County News or against 
Stella M. Norsworthy. 


Tue bona fide class journal, one not pub- 
lished in the interest of any firm or corpora- 
tion, having an absolute circulation of six or 
seven thousand copies among standard houses 
in its specialty, reaches more actual buyers 
and consumers than the average merely lit- 
—7 journal with twenty times seven thou- 
sand. Ecsert P. Watson. 








It is worthy of note that in point of quality 
in the matter of pictorial posters, America 
leads the world. o other country can boast 
of results which in any way approach our 
output. Inexhaustible originality in design, 
strength and or in drawing, and excellence 
in point of finish, all contribute to the superi- 
ority of our work in this line.—Bdiboard 


Advertising. 
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A WISE NEIGHBOR. 


“* When trade is dull I’m always led 
To drop my ad,”’ a merchant said. 


His neighbor said (a hustler, quite, 
Who viewed it in a different light): 


“* When trade is dull$I advertise 
In space just twice the usual size.” 
er 
A SUCCESS. 
He was not very 
Literary. 
His muse was not of Milton mold, 
But when he ground out 
Ads folks found out 
That what he praised up always sold. 
—$+o>—_—_—_— 
THE FRUITAGE WILL BE GREAT. 
The cash ay spend for advertising 
Is like the seed dropped in the mold ; 


Your net returns will be em 
Some sixty, some a hundred fold. 





A ROCK-RIBBED TRUTH. 
We may live without try, music or art, 
And this is not, either, so very surprising, 
But one thing is certain, just lay this to heart: 
We cannot do business without advertising. 


A NEW PROVERB. 
Have you heard the newest maxim, 
Oh, ye men in busy shops? 
Tis, ‘‘ You’ll never miss the money 
Till your advertising stops !”” 
—+or————__ 
A MAN may be a merchant, 
Doctor or divine, 
And make a reputation 
In his own peculiar line ; 
But unless his mental calibre 
Is something quite surprising 
He'd better have an agent 
To do his advertising. 
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& ‘‘TWO COLUMN AD,”’ 
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THE advertising artist that is most popular 
is the one that yi trade. 





Tue tramp has an extensive circulation, 
but he is a poor advertising medium.—Ga/- 
veston Daily News. 

An ad verse decision—rejection of a poem 


by Printers’ Ink. This sort of a decision 
ought to be more common than it is. 





A Nortu Ninth street, Philadelphia, drug- 
gist has glued on his window grains of In- 
ian corn, forming the words, ** How’s your 
corns ?”’ 
—-+—_@f— +—__—_ 

Wuen a double-column ad in a double-col- 
umn space appears beside a double-column 
ad in a single-column space, the result is sure 
to be a survival of the fittest. 

Pat Cae 

Your ad is your witness before the jury of 
public opinion. It must tell the truth, and 
nothing but the truth, for a discredited wit- 
ness is not only no help—it is a positive 
detriment. 

—_+o+—__—_ 

Tue advertiser is like unto the musical 
maiden ; for if he would charm his audience 
he must possess a talent for his calling, and 
be carefully trained in the method of exhibit- 
ing that talent. 

Spactciinitens 

Tue publishing of small dailies in cities of 
from five to ten thousand inhabitants is in- 
creasing quite fast. By enterprising collec- 
tion of the local news they frequently become 
quite successful. 





Tue goat eats up the posters, the waste- 
basket gets the circulars, the ragman lugs 
off the handbills, but newspapers with their 
advertisements are saved and read by the 


people. 
——_+or—__—_ 

Tue orator by his immediate presence and 
by a strong voice influences the emotions of 
the public on public questions. The adver- 
tiser at a distance silently directs the feelings 
of the public on their private expenditures. 

“Eat Quaker Cats” is the startling in- 
vitation that confronts the peesnger on one 
of the cars of the Brooklyn El. The mys- 
tery is explained on closer investigation. 
Some joker has been taking liberties with a 
Quaker Oats sign. 








Tue profitable results of continued judi- 
cious advertising are like a golden ring, be- 
cause they have noend. But the profitable 
results of injudicious advertising are like the 
same shining hoop, because they have no be- 
ginning. 





“ Winpow gazing” is a profession in Lon- 
don. A couple of stylishly dressed ladies 
pause before the window of a merchant, re- 
main about five minutes, and audibly praise 
the goods displayed inside. Then they pass 


on to another store on their long list of 

patrons.—London (Can.) Free Press. 
——+or—__————_ 

Teacner—What’s the best thing for busi- 


ness men? Now think. 
Scholar—What’s the best thing for business 
men? Why, printers’ ink. 
Teacher—How does it come you are so apt 
and wise? 
Scholar—My parents brought me up to ad- 
vertise, 


PRINTERS’ INK. 






Lrrtte drops of printers’ ink, 
Little bits of type, 
Make the readers stop to think, 
And pluck them when they’re ripe. 

Ir you own an article of merit that the 
public does not appreciate or purchase, it is 
your own fault—easily to be corrected by 
advertising. 

ee) ek RE 

Lixe the daily journals of Chicago, the 
humorous paper, Puck, never advertises. 
Its motto, ‘What fools we mortals be, ’ 
seems appropriate. 


Foreman (calling down tube)—One column 
will have to go blank this issue, we are short 
of ads. 

Editor—Well, don’t waste space. 
the middle, “ This place reserved for 
Fly High Ginger Snap Co.” 


Stick in 
The 





Tug River Tug is the musical sounding 
name of a new weekly paper published at 
Welch, W. Va. 


Be enthusiastic over what you have for 
sale—tell people about it—advertise it, and 
you will sell it, if it is salable. 

——_ +o - 

A SALOON-KEEPER who is a total abstainer 
and advises his friends to follow his example 
and drink only “pop,” and the publisher 
who agrees with his competitors not to ad- 
vertise except by circulars, would seem to 
give the public some mighty good pointers. 

— _—— 


A CORRESPONDENT asserts that when B. 
Altman & Co., of New York, announce in 
simplest and most modest manner a bargain 
in any department, that department is 
straightway jammed with buyers; because 
the buying public knows that this firm never 
announce a bargain unless it is a bargain. 

te init“ acnathen ti ih 


“On, John,” sighed the wife of the edi- 
tor, ‘I do so want a uittle son.” 

True as steel to the principle he had always 
preached, the next issue of his paper con- 
tained the following ad: 


Vy ANTED—BY AN ESTIMABLE 

lady of this town, one — baby. 
Address or call at this office for further par- 
ticulars. 








al 
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A ‘PREFERRED POSITION,”’ 
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PRINTERS’ INK. 


THE REASON. 


He advertised, and yet he sadly said 
That trade continued slow. 
His ads he put in papers little read, 
“* Because their rates were low.” 
+o 
’Twas for a prize of good results ; 
The bets were even, which would win it; 
The ad scored in three lengths ahead ; 
The hand-bill simply wasn’t “in it.” 
I met a learned man one day 
And him analyze, 
By means of Greek and Latin lore, 
That great word advertise. 


He looked at me, thought sat enthroned 
Upon his forehead stern. 

Its source is this, ‘‘ ad,” meaning “-," 
And “ vertere,” “‘ to turn.’ 





And “ise,” its roots are quickly found. 
In “ wisdom” they occur. 
So advertise must clearly mean 
To turn to wisdom, sir. 
—Marrua Hartrorp. 
Sie 
ADVERTISE your business and no 
You are not for sale; it is your g 
—_—__ ++. 
“*Worps with skates on,” is what Smith- 
kins, who is a humorist, calls words with 
rules under them. 


ities 


—_—~o>————_. 

Tue advertiser and the poet possess a com- 
mon grievance, for it is seldom that either 
secures a rate per line entirely satisfactory 
to himself 


Ir all the pe ee signs on the New 
York elevated railroad stations were as 
pretty as some of those of Hood’s and Mel- 
in’s are, people would cease referring to that 
sort of advertising as unsightly. 
—— +or -— — 

Iris far better to simply mention the ar- 
ticle you have on sale, in conjunction with 
the sale price, than to persuade the public 
into believing that you are giving them two 
dollars for one if you are not.—Clothier and 
Furnisher. 

bain cassiindind 


ALTHOUGH the result of the recent elec- 
tion indicates that there are at least as many 
Republicans as Democrats in the United 
States, yet the total circulation of the Re- 
= — is not as great as the com- 

ined circulations of the Democratic jour- 
nals, It was once quite the other way. 





Ir is no disgrace to use another’s ideas to 
your own profit. It is rather creditable to a 
man’s sense of good judgment to be able to 
appreciate the merit in aclever suggestion 
and to so far forget his false pride as to come 
out boldly and indorse the cleverness by 
——- it for his own gain.—Clothier and 

Furnis 





You recognize an old friend wherever you 
see him. Ads become old friends when you 
see them in the same dress of type or dis- 
play, year after year, and your eye will pick 
them out in the most enowhed page or publi- 
cation. This is the argument that sustains 
the man who never changes the general ap- 
pearance of his ad, no matter how much he 
changes the matter in it. 
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Classified Advertisements. 


Advertisements under this head, twolines or more 
wy, 25 centsa line. Must be 
handed in one week in 
WANTS ANTS. 


GEE“ NO LIQUOR’S” want ad. 
Goo HOUSEKEEPING. Ads. 
(00D HOUSEKEEPING. Ads. 
A™ values Columbian stamps (e: 


. CRITTENDEN & BORGMAN 


((ALENDARS—Our line only line only $1 pe 

ples 0c. Cire. free. FOLK FOL 

V 7 ANTED—Small haif-tone om, Sena puamyncw 
and prices. DUPORT, North Elm St., West- 


> 


2c.) want- 

.» Detroit. 
om 1,000. Sam- 
polis. 


cp Wentr years’ xperience. Would like man- 
“? nent of we - 7A job plant. Al reference. 


ANTED-— guantion a hand m0, or 3 


W* 


psostss, 


fecti: ress, in M. 

ison. ie Kansas s City, Mc ae 
EXPERIENCED > peo man wanted to 

write edi in management 


country daily. Address“ R. F.,” Printers’ Ink. 


JRACTICAL inter, with | long experience 
progressive Ls eekly. seeks editorial 0 or bust 





Printers’ Ink. 
‘| ,HE new No. 6 Remington Standard ks 
I writer. Every one who has seen it! 
want every one to know about it. WYCKOFF, 
SEAMANS & BENEDICT, 327 Broadway, N. Y. 
pind anes flat bed pressm: ressman, pt - 
A> ae mae ¢ + x -y t 
praition i, go anywhere references. A. B. 
Mass. Ave., .N. W., Washington, D.C. 





OUNG man, 28, married (7 years’ experience 
‘ bus : ‘all departments - newspaper > »ete., 
C, usiness manager ites paper), 
CAPABLE. 
Printers’ Ink. 
yo ne ou nyt g man havin; newspa| ex- 
rience, $2 500 in financial 


yo — in old-established, 
raees tabie pews eS with salaried position. 
COLLIER, Attorneys, 271 
ae el Ne RY 
W ANTED — =Posttion with with A firm or 
r to 


new! 
ing. My 
cated. 


Good co: 
Ada “NO UOl ad 3 S 
Baten, SO COOKE. B a, 


PECIAL re —— ntative wanted in princi 
Ss cities and Snennt ters (New _ 


City ———s Chi © Slevelans 
Louis excepted), to o! vertisements ‘on 
bscribers oy THE Harp a 
paren a trad  mageaine for dae te in hard- 
wane, stoves and house-fu goods. Hasa 
wide circulation and is bein pushed on 
- ern lines. Arrangements will be made with 


reliable persons who can devote a portion of 
ee. 


De You CHECK "YouR A aps! Aue Gave cay 
the goods you gett: Do you pay for short space, 
you ge ‘ou ‘or ont qpaee. 
a insertio: 4 ae 4 om eokenst a 
make mistakes e other people. Do you 
want to pay for their blunders! “The Eureka 
serene rtisers : -4 and ae 4 affords a 
mpact, convenient, accura’ time-sa 4 
teal cvopeian checkin, > "It & used by 
such advertisers as Cudahy Pa Walter 
Baker & Co. Doliber-Goodale Co. Mellin in's Food), 
Knife Co atkins 


‘Adams’ ‘fatis Fru Pabst 
case sis A Mince M “a 


Brewi wing apene 
eg | book 3: paid, $3 

85, Piigney bec it you don want 
to kee the nok. R. 
sc yl ae Papi r, ’ Sth and Ross: 


bel Sts, 
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A's N EDITOR, we weil ell ax 
Write. Sane Ede an 
Ink. 


ienced, ener- 
owt nab seoks shane 
“ §.,” Printers’ 


w=. —Pusition on pomepaper et journal, 
by y young man of literary ability; 18 

months’ experience as correspondent and edito 

of country weekly. Lock Box 125, Paulsboro, N. i 


WV ARZED _Wish to fo buy tr trade or wg 


on be vee or a = small tow: Zz will 
e position to yw oroughly 
compztent. “ W.,” a3 Spruce t., Scranton, Pa. 


Patten ae Mn Reacal 
SPECIAL WRITING. 
Ppt yourself in his place. That’s 7 I do 
when I send publishers “ed. copy G. T. 
HAMMOND, Newport, R. I. 
—— ++ 
NEWSPAPER IN: INSURANCE. 


HE YANK, Boston, Mass., Mass., wards off business 
et ps wd a ® 


of your copy 
QMinsn tH by gh Se of the Sat 3 Reming 
m Typewriter. patie 
MERCANTILE TILE LAW. 
AVANAGH & THOMAS, Commercial Lae 
ers, Omaha, Cc 


rsonally handled in Nebraska, © ol- 








business west of Chicago. ———. mercantile 
laws eget and he ished on 
a so us. “Reference: w. 


TO LET. 
yo. Roston. Space. 


ppeeneres TYPEWRITERS. 327 B’way, N. Y. 


oop HOUSEKEEPING. Space. 
. P. HUBBARD, Mgr., 38 Times Bldg., N. 


oop HOUSEKEEPING. | Space. 
H. P. HUBBARD, Mgr., 38 Times Bidg.,N. Y. 
—— ++ 


BOOKS, 


oO, books ‘bought and sol =a aokd. Send stamp fo 
list. Address A. J. CRAWFORD, 312 North 
7th St., St. Louis, M 

CGPIES 4 <> Business Building of- 
] fered at rae. paid. E. B. CLARK, 
P.O. Box 708, r, Colo. 

ANGER cma @ manual of practical 

hints for general advertisers. Price, 
mail, 50 cents. ddress PRINTERS’ INK, I 
Spruce St., New York. 


A DVERTISING AGENCIES. 
A GENCIES know GOOD HOUSEKEEPING. 





A GENCIES know GOOD HOUSEKEEPING. 


PARLAY DAY, New Market, N. J. ADVERTIS- 
Guing, Sec. a a year. § Sample mailed free. 


| ¥ - wish to advertise an byt ing. onywnere 

time, write to EO 

ADVERT SING CO., 10 if Spruce St., New York. 

Wise don’t sell adv. space | space below cost, but we 
beat the crowd on rgia business. 

ES wa to at before placing So. advertis- 
JOHN BRATTON | CO., Atlanta, Ga. 


Ts: you have discovered that there are two kinds 
of advertising—the ae that pays and the 
kind that don’t—and if you prefer the first kind, 
you ite for Ter little folder on the 
It is free and very brief. DOUD’S AD- 
‘SING AGENCY, 


——~<oo—___—_ 
ILLUSTRATORS AND ILLUSTRATIONS, 
§° es" TYPE: roe = G00? HOUSEKEEPING. 








Ofgp 37 biti fot — 2 3 aR INS. 


ited ads show excellent. 








PRINTERS’ INK. 


RAWINGS and de for advertising and 
illustrations. 7 Warren oi N.Y. 
LLUSTR'D poe +5 mT vrs. 
msrp ILLUSTRATING 8 a Golumnbus.0. 


CUTS— Neat little outline drawings 
Renae wm” 44 iy oar os oie. _ make ms of 
= qe lag. Ww = Wash. 


AnDeots inesration a initials for og 4 
x —- es and = pee OI 
c of cuts free - 
AN ILLUSTRATING CO. N CO., Newark, N. J. 
ROGRESSIVE merchants, we have the finest 
ibestrated scheme yd local advertising yet 
levised fo: If you will take 
the trouble to 


retail ti 
to write us we a il prove it to your 
satisfaction. Guipetrs, AXTELL & CADY CO., 
Holyoke, 


PRIN TE RS, 


V2 BIBBER'S 
Printers’ Rollers. 


er rintin: ignees done ; 50,000 32s circular, 
$16; WALT .CTER MAYER, Madison, Wis. 


RINTERS We, ake type case, stands and 

thet a printer needs and 

prices ae ie best. fre. ores, em 
BRESNAN, 201 to 205 William 8t., X 


oocuaminann of the highest ali ices 
just ri =. We A the ae Print. 

ers’ Ink an: ours as well 
done | FERRIS s,s 000 Pear »N. Y.City. 


A BARONIAL FOLDER makes a very desirable 
form of announcement. It isa cosbie sane 

[~gere ed yoy ol pasar card 01 is kind it 
is possible wh pone adh ony r de’ tail bh on @ 
circular, and if nicely done it will provea taking 
ad. One we prin’ recently was on an invisible 
green card, the two lines of type on 4 —— 
were in cerise (the color just. now so lar), 
and the ornament above and below t <+y two 
lines aod in a delicate light olive. (If you are 
not sure how these colors will combine, cat = 
outand submitit to your wife.) If high 
printing is consistent with Paes. ep pene 
* Four or order to THE LOTUS est 23d 








FOR OR SALE. 


. BS for two novelty gpectaities A. B. 

DODGE, Manchester, N. 

$3. 5 BUYS 1 INCH. 50 copies Proven. 
WOMAN’S WORK, Athens, Ga. 

{OR SALE—Half or all feos yin; sate 

{try daily, Address Printers® In 


6é [Ty her Post- a Seattle fate one 
of the four a ES papers of the Pacific 


Coast.” — Harper's 
hE cheap, weekly week! re n Cam- 
F°8 quathnans good prof ih week. For 
- an DEN, oP Printers’ Ink, 
yon apna "Ob aaabiidhed grocers’ 
Pro wines of the best pay in the United States’ 
bargain for cash. Address “CRAWFORD,” 
‘ters’ end 
pan SALE — 


job oes daily and weekly 


newspa ror ge 0 per aud — ffice in ye Prof- 
its over reason for sell 
ing. JO B. GAIN CES, Bow wling Green, Ky. 





F% SALE—A 75-light dynamo. Manutectared 
E. P ———. St. Johnsbury, Vt. 
Used but a short time; ‘ect_order; will be 
sold cheap. Ad adress EVE ING EXPRESS PUB. 
e. 


CO., Port 


N? © Renteeeel Dds Standard writer. A 
‘development—not an experiment. 
notable suprovements pacereey ont 
rated into this new model. WYCK SEA. 
MANS & BENEDICT, 327 Broadway, New 41, 


ne ee A fir-t class country newspaper 
job office ss — Fk at 
county wea seat-a new and rani dly-gro 
in and healthiest portion of Pastern Ore- 
gon ; is the official paper and 2 miles from any 
other paper. Material all as as new, and 
will, with office Let “invoice $1,500, the 
amount of cash that will buy it. Proceeds of 
peer about #2.000 a year. Independent in poli- 
cs. Address Box 196, Condon, Oregon. 














PRINTERS’ INK. 


PREMIUMS. 


Bisne an earal premium offer fi for oe yepere 
Fs rural for — 
J. KING, Richmond, Va. 





PAPER. 
this publication. We oe cor- 
respondence from good 
all sorts of —— —_e writi' rs. M. 
PLUMMER &CO., kman St., cer ork. 
po ys ese 
MISCELLANEOUS. 


Go? HOUSEKEEPING. Excellent. 
Gor HOUSEKEEPING. Excellent. 
Reet cured iD. Los its return Sr. 


8. 8. BUTLER, M 
G== cabinet photograph 
Gap, Pa. 





Ponce 35c. and receive 
G. FAIRFIELD, Wind 
mn cil mg fe —not = Ly ed The 
new No.6 ae oa jtandard Typewriter. 
$27 Broadway, New York. 
oe Ir her Post-INTELLIGENCER Seattle has one 
of the four Weekly. papers of the Pacific 
Coast.” —Harper’s 








ELECTRO OTYPES. 


ICYCLE CUTS—Most novel on earth. Write 
WM. A. STRONG, Box 327, Cincinnati, O. 


ont 50 and get our best half-tone so. 
kinds of cuts at prices as 
write us your wants. CHiCAGO PH ce) 
peenienene CO., 185 Madison St., Chicago: 


LECTROTYPING — Our p petect light weight 
a like ge ik, tried on 

all the time. ork — moderate p Ty 

WM. T. BARNUM & CO., v New Haven, Conn. 


I? you are an advertiser get Craske’s prices on 
electros, Work and prices the best. You 
can ask Johnston, of inters’ Ink. Address 
CHAS. CRASKE, 45 & 47 Rose St., New York. 
‘HE best ad can be spoiled by a poor printer. 
‘| We display ads 20. they wien an fhe JOHN: 
and also furnish electros 
STON, Printers’ Ink Press, io ead + NY 


got — write your own Sa but one thing 
you can’t your own — 

Think ‘Of us; ¥ $1.50 for best half’ tone cut ; pies 
like that and work the best. CHICAGO PHOTO 
ENGRAVING CO., 185 Madison St., Chicago. 


SUPPLIES. 
) fe A — BIBBER’S 
rs’ Rollers. 
y Ag 2 ming. “BRUCE & COOK, 190 Water 
St, New Y¥: 

TH 44 is le printed printed with ink manufact- 

ured b: W. D. WILSON PRINTING INK 
Co., Ltd, I } AA St., New York Special prices 
to cash uyers. 


IRCULAR letters reproduced and addresses 


/ inserted $7.59 per M. Experts can eres 
tell it from nuine typewrit ting. G. P. ‘aN 
WYE, Masonic Temple, Chi: 

CENTS pays for a i rubber 

50 ae. : the months 

ears from 1804 to. 1809, figures 0 to 99,“ Rec'd. 

eans'd, ome Paid,” “Ac’p’d,” “Ent’d.” D. . 
MALLETT, 78 Reade St., N. Y. 





Ws sell a0 ge like 2 Johnston sells printers’ 
good X H. C. White 


elopes pri with you ond and yi dy 
tor 0, io check with order. 10,000 circular 
envelopes for $8.50. Satisfaction guaranteed. 
SHRYOCK, Printer, Zanesville, O. 
IRINTING INKS—Best in the world. Carmines, 
12 cents an ounce ; best Job and Cut Black 
ever known, $1.00 a pouats best News Ink seen 
pas os the world began, 4 cents a pound. Illus 
res ice list free ‘-. application. Address 
Wilts M JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce St., New York, 


2I 
Tare to be read. Write to AL- 
Sines #7 William St, about it. 


wt can duplicate prices e prices quoted L Wm. John- 
ston for black oe oneed eS inks— 


is bu: 
he: 
—* aaa ¢ f goods Send f specimen 
pa 0 5 Or our 
k “EAGLE PRINTING INK AND COLOR 
WORKS, 69 Gold St., New York. 


. XT TON writer. The new 
p 8 roved spacing mechan- 
- lighter and much improved » 
f greater capacity. Easier ‘faster opera- 
tion with improved quality of work. Better 
and more economical” ribbon movement, and 
numerous other useful and convenient devices. 


—_+o+—_—__ 
ADVERTISING MEDIA, 
r]‘HE YANK, Boston, Mass., 60,000 monthly. 
\HE HARDWARE DEALE DEALER A magazine for 
‘I deaiers. 78 Reade St., N. Y. . 


MERICAN HOME B JOURNA Rupee, E>. 
A cire’n mo. 7c. a line. 6a me 


TS2 ores AND J Sn eng Maiden 
uliarly good medium for 
careful i 


|? DP dor part nvertine tise in Yhio 7 will 


H. D. L. 
Park Row, YS York. 


NY person advertising m PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 
ade Tie toe - . if 4 Se Pacis 
oO} e four end rs of the 
Coast.”-—Harper’s ve 
 Pigeac sOtrio> CALL, 1.515 a sally. circulation, the 
a os i Sa it 
pace the o er papers publist shed in Piqua. 
HE METROPOLITAN AND RURAL Hi OME, 
N-Y., an cultural and family journal, is- 
sues over 500, monthly. It pays advertisers. 
yy ts money in it for zs We refer to the 
ia List, Milwauk: e cream of Ger- 


results. 
COSTE, 38 


man ie iH, mediums.’ Circulation un- 

rivaled. 

T= HEARTHSTONE, 285 Broadway, N. Y. 
Largest \d-ia-ad 


t vance circulation of — 
similar mont ly in 4 United States. Send f 
rates and sample cop; 


A* DVERTISING in newspap an of “known cir- 

be lation” means “ BUSINESS.” For partic- 
A. FRANK RICHARDSON, Tribune 
Bldg. = oN Y. Chamber of Commerce, Chicago. 


73% bagel ans haat ag CO. have 
le with ’ INK sworn 

of mk. of their heir publi ications, THE MORNING 

JOURNAL, EVENING NEWs, Suxpar renege ns 


WE are getting . d 
who needs only Soo. To "ithosraph this 
qouey in colors would be extravagantly ex- 
pensive; to print it in one color Mg = not be 
Pufficientl attractive, and to e of the 
regular calendars would not. be distinet- 
ive To overcome all these o' we are 
coloring them by hand. We mention n this fact 
because w: — 4 are others similarly situ- 
ould use 





The middle of January is just as a time to 
lendars as Jan. Ist, use others 
will be discarded | fog eaeee, THE 'S PRESS, 


40 West 23d St., N. Y., high- Y., high-grade printers. 


A®2 ve you 2 odvestising in Ohiot > take it for 
ited that you are, and invite your atten- 

tion the leading morn: ng one weekly 
Dayton MORNING 
iG 


5 





EEKL’ 
~h are the representative famil: 
as Dayton, and with their combin: 
cire’ 10n_ of 14,000 copies daily, ore 
reach the homes of that section. 
prosperous city of 80,000, and the NEws and Times 
— — py —| journals and have always 

enjoy ged Some : agree See —_g yo 
support o bet pie tn Dayton ‘or prices, 
oe. , address D. LA COSTE, Row, New 








BILLPOSTING ml DISTRIBUTING. 
a... JOHNSTON, 
1581 Franklin Ave. 
distetbutor. of Yoong mena x 


ADVERTISING NOVELTIES. 
Ge up Boakdiete. L , a pandred, inkstands. 
will last y: . D. PHELPS, An- 
eonta Cox Conn. 
] )ARCEL HANDLES, ES, considering cost, sive the the 
best result = any Sy hg = A 
ns of three kinds mailed. gues den our 
te free. TIE CO., Unadilla, 


jrok of in “of inviting announcements 
aoe Ravortbieg Novelties, likely to benefit 
reader as well as advertiser, 4 4 will 


lines be in- 
serted under this head once "tor one oa 


ed 





———— 
STREET CAR ADVERTISING. 
| amram figures are never beaten. 


A. J. JOHNSON, 261 Broadway, New York City. 
7RITE TO FERREE, Fi First National Bank 


Bidg., Hoboken, N. J. 


FOS Street Car Advertising, everywhere, 
GEO. W. LEWISCO., Girard Bidg., Phil’a, Pa. 


Bs inducements for advertising on the ele- 
vated railways New York, Brookiyn and 


street cars everywhere. and © 
sketches free. COHN BROS., Temple Court, N. Y. 





———_ +e —__——_— 
ADDRESSES AND ADDRESSING. 


CENTS gummed r, 
50 0 naa. DEMOCRAT ‘Albion, Ind. 


PRINTERS’ INK. 





Pp OMREES érageiog? Needs a tonic! Wanta 
three salient pointers 
from you. © with a stamp, will 

little & 204, vice from me. F. McC. SMITH 
Hide, Baldinn rust Ages Washington; Equitable 


| UILT oon os, —The new No. 6 Rem- 
pant nm Standard Til " 


tial features 
struction which ae 
tain the fame o: nm, and 
them to A, Bs stage of den of developasent. 


7 man praises himself he is likely to 
Wess exnagerate a “gor piupPoes z' you u try my 


ork—ads, pay 
for it if it’s good enough to pay for. “it Ps poor 
work in nour Ost here is no t all. 
BERT M 283, proeere pet Ke- 
tail ads, Py or less ; circulars, $2.50 and more 
booklets, $1 a page. 

ERE’S dy bargain in ads: 
<= rite four ads, on any 
ical ad, or technical ad, or m 
four ads toa man at this 


For one week, td 
, for 


50 ce 
illustrated a ads for d get the 
best. w.B 261 Fie Broadway, New rk. 
N EWSPAPER adve: does not monopolize 
the entire field. Booklets and catalogues 
pad just as ano gonna We have printed some 
han Tasteful in the 


ve disome ones. 
ment of type and illustrations, oy correct and 
a cages in the combinations of the colors of 
used. This kind of ——— should be 


nicely done or ed at all. The apace be e cheaper 
If you want to know if yours can be improves, 
refer it to THE LOTUS PRESS, high-grade 


printers, 140 West 23d St., N. Y. 
M* ANUFACTURERS and others who contem- 





E NVELO is, wrappers , etc., add 
“4 tor Imallings Sip $1 or M. mg th guaranteed, 
J.C. TOWNSEND, Minneapolis, M 


l Fey mts bought = ay or es Big lo’ 
to rent, either sex. SDVERTIS. 
ERS’ LETTER B BUREA , 447 6th poet Y. 


cards, 
E per 1,000.” Prices en oe for delivery of o 
i , etc. W.D. ODELL, Newburgh. 


3; 000 7s 4 bg omer oA opens addresses, 


To4. just ready ; 
used yet classified by Sia 


States, Only $2. 
quick, 8. M. BOWLES, Woodford City, Vt. 


LB iromen, FOR SALE—Men, $8.00 per 1,000; 
$3.50 per 1,000, None’ over six 

nthe’ old; ex an "sections. Full informa- 

tion by letter. J. W. GUNNELS, Toledo, Ohio. 


See oe bought, sold or rented. 
fresh letters always in stock for 
rental. Write oe —_ and prices. Medical let- 
a special LEF 


ters a . FINGWELL & CO., 112 
Dearborn St., = Th. 





Valuable 





ADVERTISEMENT CONSTRUCTORS. 
eee. ‘ 
BEET. Aas. 

é ‘ST 99 See page 44. 
. 

Bawa in ads this week—four for $1. 
BRETT. 


i bg MY many clients “ae poome to me through 
PRINTERS’ INK: 85 a happy and 
New Year. JED ED RBORO. 





Ss » 


[a PREPARE inal advertising matter of the 
better class. nd data and stamp for sam- 
CLIFTON WADY, Somerville (Boston), 


We pom, 2115 West Norris St., Philadel- 
u hee mad of f advertisements; 
yieare car ot . org 
gine Fools with 
ha i 


and 


ity oft mingle, ’tis no 

rm in to 
klets, artistic and 'c 
Bldg. 


ingle. Blotter ads 
p. E. L. SMITH, 


“9 mn, 





late a during 188 are of Srosiogs, 5 ——— and 
aes 1 - 
Ww 


lone bawdy with a observa- 
tion of. such t ings fit me for the preparation 
of both plans and matter. I can be 
usefu 
selves of the details of such advertising. 
a record of success in this sort of work, and can 
renee to some of the most enterprising adver 
rs America. “I wa r important 
work.” CHARLES AUSTIN. “BATES, 1413-1414— 
1415 Vanderbilt Building, New York. 


; Doze z00 C CHECK YOUR ADS! Are there any 
th at spat goto H a poe ppeaeare 
e goods you ou pay for sho’ space, 
wrong insertions and Centestons § Publishe 
make mistakes just like other people. 
want to pay for their pam el “The Eureka 
Advertisers’ Register id Record” aff 
compact, convenient, “accurate, 
leak Doping rater an Cua system. It is ui 
such ahy — Co mh. “Walter 
Baker tCoD op pee Goodale Co. (Mellin’s Food), 
Cristy Knife ton Dr. Kilmer, K . L. Watkins’ Ad 
weeene Agency, Adams’ Tutti Frutti, Pabst 
md book of » None-Such Lyd nas Strongly 
bound 


Paste ae loney ‘hack i ts you ¢ gtd want 


> hee 
a keep tne book Ir, Publlshe®, Gor, Sth'and Rosa: 


bel Sts., St. Paul, Minn. 
USINESS men who aevertios in age 


fod 


can most profitabl, ey ay my ices. 

There are greater oppo’ ‘anit or An — 

pom — £- — Boe oi advertising in 
are t 


a big business a $500 co: th a trade paper 
is so small a thing that mt is Sane forgotten, and 
50 per cent of the is w: . I will prepare 
a series of 12 advertisements for trade 


powers, I can write 12 advert:sements for #50 or 
$60. Illustrated ads o—- more, of coarse. 
have a tow sori § this sort of work. 
CHARLES AU: DATES 1413-1414—-1418 Van- 
derbilt Building, N. “* Ads that sell goods.” 











PRINTERS’ INK. 


ARRANGED BY STATES. 








23 
FLORIDA. 


‘HE ST. AUGUSTINE NEWS reaches the it 
ple at the 





















































Advertisements under ler this head, two lines or more right time and in 
without dpa 2 With Gog right way. PRANK G. BARRY, pub.,Utica, N.Y. 
black faced tape the price ie 6 is 60 Bo conte a line ust 
be handed in one j D AHO. 
DVERTISING in PRINTERS’ INK costs too 
ALA BAMA. much, unless one has something really 
ALABAMA papers are shy about exploiti worth saying. 
their merits. 
ALASKA ILLINOIS. 
‘d gy vaavertising in new city, —— 
to newspapers ; bu 
N° Alaska paper is big enough to advertise in ;, strong on posters and circulars. 
ARIZONA INDIANA. 
E CoO ER, aianapel The leading 
ARIZONA papers are too modest to advertise Ts inte’ in ny’ = ro ~ Circulation, 
here. 3,500. CHAS. H. STEWA AR i 4y Write for rates. 
ARKANSAS. IOWA. 
"Ta best paper in this State hesitates about GHREWD advertisers should see that their 
asserting its 1 contracts call for the Dubuque TELEGRAPH. 
Northern lows, and has « large ciroulation in 
0 n iow ci 10) 
CALIFORNIA. Iowa, Northern lilinois and Southern Wisco 





os ep ay TIMES—Southern Calitornia’s 
t daily. Foremost advertising medium. 


COLORADO. 


YOLORADO papers want page advertisements 
C and have no use for small, classified an 
nouncements. 














CONNECTICUT. 
wo TIMES: Hartford, 0» 
T Rethgupert, Cone, 


Daily, 7 eekly 3,500. 
Western Connecticut poronmely covered by the 
O UNIO 
New York 
Vanderbilt Bldg, THE UNION Pt PUBLISHING 
CO., Bridgeport, Conn. 
THE TWO HERALDS. 


hascenacnc * SUNDAY HERALD. 
RIDGEPORT SUNDAY HERALD. 


Every poste ont corner in od > Pe State is 
covered A by pony 
expresses hese ¢ two papers oy delivered Sunday 
ng | all over Connecticut. Special editions 

into Hartford, New Haven, Meriden, 
Danbury and Ansonia. 
Cc d cir 80,000. 150,000 Readers. 


THE HARTFORD TIMES. 











Wu O. Burr, Publisher. 
- Rurvus H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building 


DELAWARE. 


i such a little State. 


DISTRICT OF COLUMBIA. 














nsin 
Its rates are lower per thousand circulation than 
other papers in West. Leading advertisers 
use it, why shouldn’t yet Send for sample cop- 
ies and rates. 


KENTUCKY. 


Ww4st to sell anything to horsemen? KEN- 
Tucky STock Far™ reaches them. 


LOUISIANA. 


Q0.’N PRESBYTERIAN, New Orleans, wkly cir. 
> over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


MAINE. 


‘t’‘HE HOME TREASURY, A 4 
_ proves 5a, 000 copies } permonth, —_ 

Ap in THE INDEPENDENT, Farmington, Me. Me., 
produce results and mail ‘orders. 


BANGOR COMMERCIAL. 
J. P. Bass & (o., Publishers, Bangor, Me. 




















Maine, 








Daily average, nearly 5,000 copies. 
Weekly average, over 16,000 copies. 


Perry LUKENS, Jr., New York Representative, 
73 Tribune Building. 


MARYLAND. 


ON’T take much stock in advertising: Noni 
1) 
when it must be done it. more space 


-MASSACHUSETTS. 
4 WORDS, 6 days, 50 cents. | ee 
Brockton, Mass. Ci 7,500. 


ws Soar Westen, !—Send 10c. to FRANK HARRI- 
IN, Boston, Mass.,and see what you will get. 
EW BEDFORD (Mass. ) JouRNAL. Daily aver- 


over 4,000. Remember us when placing 
ads in Southeastern Massachusetts. . 


MICHIGAN. 


[/p = SUNS, 118,000 weekly. 
































QAginaw COURIER-HERALD. Daily, 6,000; 
unday, 7,000; weekiy, 14,000. 
en Yd COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 
G4GInaw COURIER. ae ee 


we dispatches. 
in No. Mich. Full A Press 








was es er and display than can 


DFtrolrt SUNS, [ILLUSTRATED and SUNDAY 
circulation, 118,000, are profitable mediums: 
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Gifferin Michigan, outside Detroit, 13000 daly. NEW MEXICO. 
AgINAW and NEWS. TP ~ 
orening © 5 uae OO dry to advertise mu 
40. 000 «xi, PROVED CIRCULATION for bs 
“ONCE A et of eiaton tres “g ann — 
Deeel paren se aya ‘T*iiznatp~90,000 readers." & ¥ 
ple court, how ‘York Ci [OB say good business is will pay $0 to a THE 


room always open to inspection 4 f$ -4 
their rep: Iitatives 





> ESULTS-— Advertise whare you will get pay- 


ing tere. Advertisers leased 
with the ILLUSTRATED and “SUNDA SUNS, 
Court, New York City. W tet ag ha 
lew Yor! ‘or icu- 
Circulatio: savor wee 


GiGieaw COURIER HERALD Ak. the | 
in Northern Mic I 

sesoens Mondays, Py and Weekly. 

ig est. 1870; Sunda: 1H Rue 

Sect abr Gort (pop. third 
Michigan. further ~~ ta Ty 

pa Ay H. D CUSTE, 38 Park Row, New York. 


MINNESOTA. 


Mi itt 
The Housekeeper, “sitar” 
Nowe! Paper. Pays Advertisers. 
;= DULUTH NEWS-TRIBUNE — The only 
morning daily ‘paper. | Established in 1879. 
Published at the head of th = the Great Lakes, Du- 
luth, porten See, circulation 
now exceeds 7,000 ‘goles. ~ gf Sunday —_ 
Bene cd Sablay™ ee 
an , per p— and 
nday, per — 4% er ; daily, per ‘annum, $4; 
r month, 4c. ; week y, prs month, $1. 
PERKY LUKENS, Jr., Eastern Adve: Agent 
Tribune Bt we New York. Va + tier, 


MISSISSIPPI. 


L™ the violet seeks seclusion. 


MISSOURI. 


Oe -Y other week the MED. —ee 
is soot by 8,000 doctors. 


ih oy DES GLAUBENS, 5 a Mo. Est. 
Ci 33,000 Brings results. 






































"T “eavertl HOME ane St. ious. Mo , is the best 
medium in the West. 75,000 
foples ‘each n Fy 50c. per cqete line Estab. 


MONTANA. 


ANACONDA STANDARD. Circulation three 
times greater than of any other daily 
or Sunday paper in Montana: 10,000 copies daily. 


NEVADA. 
PS es ee 


NEW HAMPSHIRE. 


A DVERTISES for summer boarders only, and 
they are not in season now. 


NEW JERSEY. 


PoruLa R adv. mediums: Brid: m (N. J.) 
Ev’e oon 3,600 ; Bridgeton (N. J.) DOLLAR 
WEEKLY News, 1,600. Rowell ALT cire’n. 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find IT PAYS! 



































TIAN ADVOCATE, New 


T=; NATIONAL PROVISIONER, ones, — the 
meat & provision industries, 284 Pear! St.,N.Y 


|= LADIES’ WORLD 
Cire 








8. H. MOORE & CO., Pu 
New York, will send it, together 
an estimate on your advertisement. 
RATE Low! CIRCULATION LARGE! 
F. M. LUPTON’S popular periodicals, ‘THE PEo- 
PLE’S HOME JOURNAL and THE ILLUSTRATED 
Home Guest. Sworn circulation, 500,0% copies 
each issue. Advertising rates, $2.00 per agate 
— less time and space discounts. For sample 
owe ic farther | rticulars —F Ls M 
blish & 108 Reade St., 


THE HOUSEWIFE, 


81 Warren St., N. ¥. 
Circulation 75,000 Copies Monthly. 
Send for New Advertising Rates. 
Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 

This is to certi ay the Circulation of 
THE DAILY PRESS AND KNICKER. 
BOCKER i« ) Ax 2 Epereses and that 
the feeeser of copies » Brin rinted this day was 

%, ELL MAN. 


State ~ | New York, city at Cc ‘ounty of Albany. 
4 to before me this 16th day of ——— 
ber, 1894. Joun J. GALLOG 
Notary "Public, Albany: N.Y. 
THE PRESS CO., Publishers, 


Press Bidg., Albany, N. Y. 


Ten Cenis per week for «i the Dally and 
nday Pre 

















The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY, 
Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies. 
Witiiam L. MILLER, Advertising Manager, 
110 Fifth Ave., New York. 


NORTH CAROLINA. 


T HE Durham (N. C.) Story Parer. First in- 
sertion 10c. a line, each subsequent insertion 
50c. an inch nonp. 5,000 copies monthly. 
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NORTH DAKOTA. SOUTH DAKOTA. 
[00 cold to advertise in the winter. NOTHING to advertise. 
OHIO. TEXAS. 
He in only Sunday paper in Zanes-  [PHETEXAS BAPTIST STANDARD, Waco, Tex., 





‘|, HE TOLEDO EVENING NEWS leads its com- 
petitors in local circulation—11,000 daily. 


ARGEST cire’n of oy per in 
L nation: BEACON AND AND New ERA Springfield, oO. 


1) News. MORNING | TIMES si EVENING 
14,000 ae 
Youx ORGETOWN VINDICATOR, 7.280 ds daily, 5 
weekly. Leading newspape rh Ohio. 
SoHE k hi: on THE PIQUu. 
lg E tame bo es ara 
port.” New" "3 Worla. 


F INDLAY (0.) REPUBLICAN, despite untruth- 
ful statements by others, circulates 2,000 
more daily and 500 more weekly 

















any local 








HE Ts TRI-STATE GROCER visits 

area preteens 

‘ou n 01 

weekly TRESTA TE GROCER co., Toleda, oO. 
JIQUA, Ohio, At wn to be acity of 13,000. 
P’ si is the third city in 2 this aay in the 
production of linseed oil, and “Piqua brand” of 
straw! stands at the = ere are only 
13 cities in ‘Ohio. whose manufacturers pay a 
greater amount for labor.—New Yor une. 
[HE Piqua, Sie 7 is the only po = 

between T: - and Dayton Fy Coluni 
ich receives wire news— 
having the elk A franchise. 
i hasa — of 1,515 Bian daily, and is a 


ted 
= 7 wlecttic caiway y with Tro 1 we a 


a town 
seven miles distant, having a ppulation of 4 000, 
— THE PIQUA CALL has a greats circulation 








than any Troy dail = stoes for ag 
oes af the paper « r ry COSTE: further informa- 
tion, Fi. 38 Park Row, N. Y. 





OKLAHOMA. 
i GUTHRIE DAILY LEADER, the leadin 
morni poner ia in = Territory, accepts a 
and positive guar- 
antee that it has pry the paid Grouieiion = 
ee in Oklahoma. F. B. 


OREGON. 


Wats more space—or none. 


PENNSYLVANIA. 


S“Sireulation 6 a> peg sy has the largest 
paper. 





aves, Adv. 

















DUCATIONAL, (INDEPENDENT. school w’kly. 
EDINBORO PUB. CO., Edinboro, Pa. 
C <enaagean A 90 ws are useless when they 
/ are not proved. a rag ce Ry 
rantees the ra ven 
= = tos. thousand local 1 readers in the 
best section of Pennsylvania. Address WAL- 
LACE & SPROUL, Chester, Pa. 


[STELLIGENCER—Dancx and WEERLY, 
Doylestown, Pa. 
FRowell’e L ell’s Di aeenington 1 
well’s Directory. wi 
the leaders. - 
Always best mediums for 
advertisers’ purposes. 





ave! 22,500 c 
as shown by affidavits of prietors, hook- 
t pro re, 


re POST : Houston, t=xas. 


Has a REGULAR ISSUE? be 
Dalty int IN TEXAS and is so guaran’ 

ell’s 1894 Directory under . forfeit of 100? " c. 
BECKWITH, Sole — = ‘oreign Advertising, 


New York and Chi 
UTAH. 


W ANTS more space or none at all, 


VERMONT. 


BogLINeTos DAILY NEWS. The new, 
hustling, vne-cent daily, with largest 

















local 








WASHINGTON. 


GFATILE POST-INTELLIGENCER. 








ee |* her Post INTELLIGENCER Seattle has one 
of the four Weokly. papers of the Pacific 
Coast.”—Harper’s 
T= TYPOGRAPHICAL Lae reaches all 
prineere in Oregon, Wash’n and British Col- 
Want to reach them! Box 1117, Seattle. 
Ts POST-INTELLIGENCER tees 
rtisers double Pi circulation of 
nai per in the State m. E 
ern office, ee ee Bldg on HES, 
A. FRANK Special Agent, 


~ SPOKESMAN-A ~REVIEW 


MAN omer aaa morning 

field. *No competitor within 500 miles. 

tion Spokane, 1881, 500 ; 35,000, The on and 
resent history of Vapebune oes has been marvelous ; 

its future wat be the went of Western civili- 

zation. he oo ment 

of all the best interests of Spokane and ¢ 

country tributary to it. 


WEST VIRGINIA. 


1O occasion to advertise since the passage of 


une 8B 


THE 
open Ane 
pong 
































i the Wilson Bill. 
WISCONSIN. 
BSver 12,000 cirenl BUDGET, 8-page weekly. 
COPIES f th 
5555 in 1894. EX TOR, M Ty 





Wintangest See a ae Racine, Wis. 
irculation of any English 
in W y paper 





WYOMING, 


HE ladies will not allow its newspapers to use 
T PRINTERS’ INK. 








RHODE ISLAND. 





CANADA. 





OME GUARD, Providence, R. I. ; circulati 
50,000 ; paid up subscription list. 


SOUTH CAROLINA. 








W ANTS reciprocity—not advertising. 





SO. & CEN. AMERICA. 





T= dail Ly of THE STATE, Columbi 

C., is most popular paper in a hundred 
South Garolina towns. The semi weekly edition 
reaches over 1,000 post-offices in South Carolina. 


PANAMA ae} & HERALD. 
ANDREAS & CO., 52 Broad St., Agents. 
Send for sample copy. 
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CLASS PUBLICATIONS. 


Advertisements inserted under this 
cost 


issue, or 
month, for each line of 
ADVERTISING. 
Printers’ Ink, New York. 
AFRO-AMERICAN. 
, Indianapolis, Ind. 
AGENTS. 
Agents’ Herald, Philadelphia, Pa. 
AGRICULTURE. 
WISCONS!N AGRICULTURIST, Racine, Wis. 
AMERICAN MECHANICS. 
American Mechanics’ Advocate, Philadel- 
= ANARCHISM. 
Liberty, New York City. 
ANCIENT ORDER OF FORESTERS. 
Ancient Forester, Brantford, Ontario. 


ANCIENT ORDER OF UNITED WORK- 
MEN. 


Fr 





Kansas Workman, Minneapolis, Kans. 
ANTIQUES. 
American Antiquarian and Oriental Jour- 
, Good Hope, 
ARABIC. 
Kawkab America, New York City. 
ARCHITECTURE. 
INLAND ARCHITECT, Chicago. Best in West. 
ARMENIAN. 
Haik, New York City. 
ARMY AND NAVY. 
Confederate Veteran, Nashville, Tenn. 
ART. 
Art Amateur, New York City. 
ATHLETICS. 
Outing, New York City. 
BARBERS. 
National Barber, Philadelphia, Pa. 
BEE CULTURE. 
Gleanings in Bee Culture, Medina, Ohio. 
BLIND. 
Mentor, Boston, Mass. 
BOHEMIAN. 
Slavie, Racine, Wis. 
BOOK-BINDING. 
American Book-Binder, Buffalo, N. Y. 
BOOK-KEEPING. 
Book-Keeper, Detroit, Mich. 
BOOKS. 
Book News, Philadelphia, Pa. 
BOOTS AND SHOES. 
Boot and Shoe Recorder, Boston, Mass. 


BOTTLING. 
American Carbonator and American Bot- 
tler, New York City. 
BREWING. 


Brewers’ Journal, New York City. 
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BUILDING. 
Carpentry and Building, New York City. 
BUILDING LOAN ASSOCIATIONS. 


Financial Review and American Building 
Association News, Chicago, IIL 


BUTCHERING. 
Markets, Chicago, Ill. 
CABINET-MAKING. 


American Cabinet-Maker and Upholsterer, 
New York City. 


CARPETS. 


American Carpets and Upholste Trade, 
New York City. . = 


CARRIAGES. 
VARNISH, Philadelphia, Pa. 
CATERING. 
Table Talk, Philadelphia, Pa. 
CEMETERIES. 
Modern Cemetery, Chicago, Ill. 
CHEMICALS. 


Druggists’ Circular and Chemical Gazet 
New York City. aes: 


CHEROKEE. 
Cherokee Advocate, Tahlequah, Ind. Ter. 
CHILDREN. 
Youth’s Companion, Boston, Mass. 
CHINESE. 


Oriental Chinese Newspaper, San Fran- 
cisco, Cal. 


CHOSEN FRIENDS. 

Rainbow, New York City. 
CLOTHING. 
Clothier and Furnisher, New York City. 
COAL. 
COAL TRADE JOURNAL, New York City. 
COLLEGE FRATERNITIES. 

Chi Phi Chakett, Newark, N. J. 





COMMERCE. 
Journal of Commerce, New York City. 
CONFECTIONERY. 
Confectioners’ Gazette, New York City. 
CREEK. 
Anpao Kin, Madison, S. Dak. 
CREMATION. 
Urn, New York City. 
CROCKERY. 
Crockery and Glass Journal, New York 
City. 
CULINARY. 
Hotel and Restaurant, New York City. 
CYCLING. 
Cycling, Philadelphia, Pa. 
DAIRYING. 
Hoard’s Dairyman, Fort Atkinson, Wis. 
DANCING. 
Galop, Boston, Mass. 
DANISH. 


Posten and Ad Vernen, Decorah, Iowa. 
DEAF, DUMB AND BLIND. 
Mentor, Boston, Mass. 
DECORATING. 
Painting and Decorating Philadelphia, Pa. 

















PRINTERS’ 


DENTISTRY. 
Items of Interest, Philadelphia, Pa. 
DRAMA, 
Dramatic Times, New York City. 
DRUGS. 
Circular and Chemical Gazette, 
Clty. 
DRY GOODS. 
Dry Goods Economist, New York City. 
EDUCATION. 
Popular Educator, New York City. 
EDUCATIONAL INSTITUTIONS. 
Guardian, Waco, Texas. 
ELECTRICITY. 
Electrical World, New York City. 
ELECTROTYPING. 
Lithographic Art Journal, New York City. 
EMBALMING. 
Embalmers’ Monthly, Sioux City, Iowa. 
ENGINEERING. 
Locomotive Engineering, New York City. 
ENGRAVING. 
Engraver and Printer, Boston, Mass. 
ENTOMOLOGY. 
Entomological News, Philadelphia, Pa. 
EXPORTING. 


Dae: Trade Journal, St. Louis, 
oO. 


New York 


EXPRESS. 


ABC Pathfinder and Dial Express List, 
Boston, Mass. 


FANCY GOODS. 
Fancy Goods Graphic, New York City. 





FASHIONS. 
Queen of Fashion, New York City. 
FINANCE, 
Fi ier, New York City. 
FINNISH. 
New Yorkin Lehti, New York City. 
FIREMEN. 
Firemen’s Herald, New York City. 
FLORICULTURE. 
Mayflower, Floral Park, N. Y. 
FREEMASONRY. 


Masonic Home Journal, Louisville, Ky. 
FREE THOUGHT. 
Free Thinkers’ Magazine, Buffalo, N. Y. 
FRENCH. 
La Presse, Montreal, Quebec. 
FUR. 
See Hats, Caps and Furs. 
FURNISHING. 
Decorator and Furnisher, New York City. 
FURNISHING GOODS. 
Clothier and Furnisher, New York City. 
FURNITURE. 
American Furniture Gazette, Chicago, Ill. 
GAS. 
Water and Gas Review, New York City. 
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GEOLOGY. 
American Geologist, Minneapolis, Minn. 
GERMAN. 


wat Haus und Bauernfreund, Milwaukee, 


GLASSWARE. 


Pas ‘y and Glass Hass Journal, New York 


GLOVES. 
Glovers’ Journal, Gloversville, N. Y. 
GRAND ARMY. 
Home and Country, New York City. 
GROCERIES. 
Grocers’ Criterion, Chicago, Ill. 
HARDWARE. 


THE HARDWARE DEALE! DEALER. Actual average 
circulation past year, 8,430. 8,430. 78 Reade St., N. Y. 


HARNESS. 
National Harness Review, Chicago, Il. 
HATS, CAPS AND FUR. 
American Hatter, New York, N. Y. 
HEBREW. 
Jewish Gazette, New York, N. Y. 
HISTORY. 
Historia, Chicago, Ill. 
HOLLANDISH. 
De Grondwet, Holland, Mich. 
HOMG@OPATHY. 
ara RECORDER, Philadelphia, 


HORTICULTURE. 


American Farm and Horticulturist, Rich- 
mond, Ind. 


HOTELS. 
Hotel Register, New York City. 
HOUSE FURNISHING. 


American Astinen, Tinner and House-Fur- 
nisher, Chicago, [ll 


HOUSFHO! us EHOLD. 

Ladies’ World, New York City. 
HUNGARIAN. 

Onallas, Hazleton, Pa. 

HYGIENE. 

Dr. Foote’s Health Monthly, New York City. 
ICELANDIC. 

Helmskringla, Winnipeg, Manitoba. 

IMMIGRATION. 


Des Auswanderer und Deutsche in Amer- 
ica, New York City. 


IMPLEMENTS. 
Farm Implement News, Chicago, Til. 
IMPROVED ORDER OF RED MEN. 
Wampum Belt, Boston, Mass. 
INDEPENDENT ORDER OF GOOD TEMP- 
LARS. 





~<a Good Templar, Minneapolis, 
nn. 


INDIAN LANGUAGES. 
Anpao Kin, Madison, 8. Dak. 
INSURANCE. 
Indicator, Detroit, Mich. 
INVENTIONS. 
Scientific American, New York City. 
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IRISH. 
Gael, Brooklyn, N. Y. 
ImON 
Iron Age, New York City. 
IRRIGATION. 
Irrigation Age, Chicago, IIL 
ITAIIAN. 
L'Italia, Chicago, Il. 
JEWELRY. 
Optician and Jeweler, New York City. 
JEWISH. 
American Israelite, Cincinnati, O. 
JUVENILE. 
Youth's Companion, Boston, Mass. 
KNIGHTS OF HONOR. 
Knights of Honor Reporter, Boston, Mass. 
KNIGHTS OF LABOR. 


Journal of the Knights of Labor, Philadel- 
phia, Pa. 


KNIGHTS OF PYTHIAS. 
Pythian Journal, Indianapolis, Ind. 
LABOR UNIONS. 
Carpenter, Philadelphia, Pa. 
LADIES’ WEAR. 
Apparel Gazette, Chicago, IIL. 
“LAW. 
National Reporter System, St. Paul, Minn. 
LEATHER. 
Wool and Hide Shipper, Chicago, Ill. 
LIQUORS. 


Bonfort’s Wine and Spirit Circular, New 
York City. 


LITERARY REVIEW. 
“TO-DAY,” Phila., Pa. The $1 Review. 
LITHOGRAPAY. 
Lithographic Art Journal, New York City. 
LITHUANIAN. 
Garsas, Shenandoah, Pa. 
LIVE STOCK. 
American Swineherd, Chicago, III. 
LUMBER. 
Northwestern Lumberman, Chicago, Ill. 
MACHINERY. 
MACHINERY, 413-15 Pearl St., New York. 
MARITIME. 


Lewis & Dryden’s Railway and Marine 
Gazette, Portland, Ore. 


MATRIMONIAL. 
Climax, Chicago, Ill. 
MECHANICS. 
Power, New York City. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 
MERCANTILE PURSUITS. 
Business, New York City. 
METALS. 

Scientific American, New York City. 

MICROSCOPY. 
American Microscopical Journal, Washing- 

ton, D. C. 








MILLING. 

Roller Mill, Buffalo, N. Y. 
MINERALOGY. 

Minerals, New York City. 

MINING. 


Engineering and Mining Journal, New 
York City. 


MISCELLANEOUS. 
Trained Nurse, New York City. 
MUSIC AND DRAMA. 
Drama ic Times, New York City. 
“NAVY. 
Confederate Veteran, Nashville, Tenn. 
NEGRO (AFRO-AMERICAN). 
Freeman, Indianapolis, Ind. 
NEWSPAPERS. 


Newsdealers’, Publishers’ and Stationers’ 
Bulletin, New York City. 


NORWEGIAN. 
Amerika, Chicago, Ill. 
NOTIONS. 


Fabrics, Fancy Goods and Notions, New 
York City. 


NUMISMATICS. 
American Journal of Numismatics, Bos- 
Mass. 


n, 
ODD FELLOWSHIP. 


Northwestern Odd Fellow Review, St. 
Paul, Minn. 


OOLOGY. 
Oologist, Albion, N. Y. 
OPTICS. 
Optician and Jeweler, New York City. 
ORNITHOLOGY. 
Ornithologist and Oologist, Hyde Park, 
Mass. 


PAINTS AND PAINTING. 
Painters’ Journal, Baltimore, Md. 
PAPER. 
Paper World, Springfield, Mass. 
PASTRY. 
Confectioner and Baker, Chicago, IIL 
PATENTS. 
Scientific American, New York City. 
PATRONS OF HUSBANDRY. 
American Grange Bulletin, Cincinnati,Ohio. 
PATRONS OF INDUSTRY. 
ichigan Patrons’ Guide, St. Louis, Mich. 
PENMANSHIP. 
Western Penman, Cedar Rapids, Iowa. 
PERFUMERY. 


American | Journal and Perfume Ga- 
zette, Chicago, Il). 


PERIODICALS. 


Newsdealers’, Publishers’ and Stationers’ 
Bulletin, New York City. 


PHARMACY. 
Pharmaceutical Journal, Detroit, Mich. 
PHILATELY. 
Philatelic Journal of America, St. Louis. 


0. 








eaeteetemeentie toe 
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PHOTOGRAPHY. 
Developer, New York City. 
PLUMBING. 

Plumbers’ Trade Journal, New York City. 

POLISH. 
Ameryka, Toledo, Ohio. 

PORTUGUESE. 

O Novo Brazil, New York City. 

POSTAL. 

— S. Official Postal Guide, Philadelphia, 

a 


POULTRY. 
NATIONAL FANCIER, Indianapolis, Ind. 
PRINTING. 
Inland Printer, Chicago, Ill. 
PROHIBITION. 
Beacon, Springfield, Ohio. 
PROVISIONS. 
National Provisioner, New York City. 
RAILROADS. 
Locomotive Engineering, New York City. 
RAILWAY EMPLOYEES. 


eee Trainmen’s Journal, Galesburg, 





REAL ESTATE. 
mo Estate and Building Journal, Chicago, 


. 


RELIGION. 
Advanced Quarterly, Philadelphia, Pa. 
ROAD MAKING. 
Good Roads, New York City. 
ROYAL ARCANUM. 
Royal Arcanum Journal, Wooster, Ohio. 
RUSSIAN. 


Amerikansky Russky Viestnik, Mahanoy 
City, Pa. 


SANITATION. 
Dr. Foote’s Health Monthly, New York City. 
SCIENCE. 
Scientific American, New York City. 
SEA FOOD. 
Fishing Gazette, New York City. 
SEWING MACHINES. 
Sewing Machine Advance, Chicago, Ill. 
‘SHOES. 
Boot and Shoe Recorder, Boston, Mass. 
SHORTHAND. 
Phonographic World, New York City. 
SILKS. 
Silk Herald of America, Paterson, N. J. 
SCANDINAVIAN. 
Skandinaven, Chicago, Il. 
SLAVONIC. 


Amerikansko Slovenske Noviny, Pitts- 
burgh, Pa. <cumeminemne 


SOAP. 
American Soap Journal, Chicago, Il. 
SOCIALISM. 
Die Flacke, Chicago, Ill. 
SOCIAL GAMES. 
American Checker Review, Chicago, Ill. 


SOCIETIES (MISCELLANEUUS). 
Michigan Maccabee, Port Huron, Mich. 
SONS OF VETERANS. 
Sons of Veterans’ National Reveille, Chi- 


cago, Ill. 


SPANISH. 


ytbentet-hanestenn Trade Journal, St. Louis, 
oO. 


SPORTING. 
National Police Gazette, New York City. 
STATIONERY. 
Newsdealers’ Publishers and Stationers’ 


Bulletin, New York Cit 


STREET oH IL WAYS. 
Street Railway Review, Chicago, IL 
SUNDAY SCHOOL. 
SUNDAY SCHOOL ADVANCE (interdenomina- 


tional) Lyons, Mich, 


SURGERY. 
spyien Medico-Surgical Bulletin, New 


York City. 


SWEDISH. 
<4 Amerikaaska | Posten, Minneap- 


olis, 


TAILORING. 
Tailor, New York City. | 
TANNING. 
Wool and Hide Shipper, Chicago, Ill. 
TELEGRAPHY. 
Journal of the Telegraph, New York City. 
TEMPERANCE. 
Union Signal, Chicago, Ill. 
TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TRUNKS. 
and Leather Novelties Review, 


nk 
Philadelphia Pa. 


UNDERTAKING. 

Western Undertaker, Chicago, Ill. 
UPHOLSTERY. 

American Gerpet ent and Upholstery Trade, 


New York Ci 


VOLAPUK. 
Volaspodel, New York City. 
WATCHMAKING. 
Optician and Jeweler, New York City. 
WELCH. 
Y Drych, Utica, N. Y. 
WINE. 
poy nt s Wine and “Spirit Circular, New 


York C 


end RELIEF CORPS. 
Grand Army Advocate and Woman’s Re- 


lief Corps Magazine, Des Moines, Iowa, 


WOMAN SUFFRAGE. 
Woman's Tribune, 1e, Washington, D.C. 


YOUNG MEN'S CHRISTIAN ASSOCIA- 
TION. 
Young Men’s Era, Chicago, Ill. 
YOUNG PEOPLE. 
Youth’s Companion, Boston, Mass. 












PRINTERS’ INK. 


NO MORE QUAILS TO BE HAD 
BUT A WILD TURKEY IS STILL A POSSIBILITY. 


, It is a Very Large and Remarkably Fine Bird. 


















To the publisher who did not send in a yearly advertisement for 
PRINTERS’ INK in time to get the free issues symbolized by the quail pictures 
that have appeared in these pages for the past sixteen weeks, it may be a 
satisfaction to know that there still remains a valuable premium on a yearly 
order for PRINTERS’ INK. It is this: 


STEER re 


MRO WA 
KY [Oe NIN YA WU) 





For a page advertisement to be inserted once a month in PRINTERS’ INK 
for one year the price is $1,200 net ; but (in consideration of the order) the 
advertiser (if a publisher) may have a page advertisement in the American 
Newspaper Directory for 1895, FREE, in the best position remaining unsold 
at the time the order for advertising in PRINTERS’ INK is received. The price 
for the page in the Directory alone in the position specified is $150. 

The same proposal holds good for a yearly contract for half a page in 
PRINTERS’ INK, once a month for a year, costing $600, or for a quarter page, 
once a month for a year, costing $300. 














———— 
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That the season of 1894 really was not a bad one for quail is proved by 
the catalogue of orders printed here : 


Fred H. Nichols, 4 lines, once a month, classified......... ........cescecceessseeees «sees $12.00 














































Home Treasury, an, fic. Maine, 2 lines, every other issue, _—- 
Record, Buchanan, Mich., 2 linen. every other issue, classified 13.00 
Courier, tagencoens, ie d., 3 ade | every other issue, classified... 19.50 
J. 4 han ny | Co., Pal aS Y., 2 lines, oneny — oes fied 26.00 
Season and N New Era, io eb 1 Oboe dlines bo every issue, c 26.00 
Andreas & Co., 52 street, New York City, 2 lines, — aan class! 26.00 
0. Boston, Mass., 2 lines, y York Ci issue, Classified.......+.......s+++. 26 00 
Bruce & Cook, 180 Water street, New York ity, 2 2 4 every issue, classified....... 26.00 
Pe cet y Fasse tt, ety Mo., ah vs = issue, "s — assified..... ne —_ fied 26.00 
at ioner, earl s ew Yor ity, = eve ue, ¢ 26.00 
Educational Independent, Edinboro, Pa., 2 lines, orey tae Classified coetesnadnele 26.00 
Democrat, Albioh, =e = SE, CURE CRI, GEINIOG on nncconcceus coccnccctcicpescusoss 
Freie “> Lincoln, Neb., 4 Hines, every other issue, classified................+....s05 26.00 
| my Re ped Market, N. J., 2 lines, every issue, classified..............csecscccsees 26.00 
Home G@ lence, R. L, 2 lin ines, every issue, c fied 26.00 
Times, Los hago al , dines, every issue, classified......... 26.00 
Southwestern terian, New Cneae, La., 2 lines, every iss 26 00 
Independent, Varmington, Maine. 2 lines, every issue, classified....... 26.00 
Walter Mayer, yy. Wis., 2 ities every issue, classified.......... 26.00 
R. L. Curran, Chicago, I 4 lines, every other issue, classified - 26.00 
News, ‘Saginaw hich, 2 nes, ‘evar —— e Sl iebtninavrinedeethunnchened esenes 26.00 
Peter tz, Washin nm, ines, every issue, oa pvescesepectibbedeus 26.00 
btiean Findl io, v7} lines, every other issue, classified.................... --» 26,00 
ptist Standard, Waco, Texas, 5 lines, every other issue, classified.............. se 
39.00 
39. 
39. 
39.00 
st lines, overs ian, classified......-....... 39.00 
The American rating Co., Newark N. J., 4 lines, every issue, classified. . 52.00 
The Van Bibhber Roller Composition ’ Cincinnati, O., 4 lines, every issue cla 52.00 
Ferris aoe. 324 Pearl street, New York ‘City, 4 lines, ev ery issue, classified Netessbe/ su 52.00 
State, 8.C.,4 lines, every issue, 52.00 
The Sohn Bra Bratton Co., Atlanta, Ga., 4 eon every issue, classified. . 52.00 
Tri-State Grocer, mrolede. Ohio, 4 lines, every issue, classified........... paconsées >. SEE 
E. L. Smith, Boston, Mass., 4 lines, every issue, classified.............. pooseeien 1-4 





RL Williams, Washington, D.C., 4 lines, every issue, Sa - 

Walker & Bresnan, New York City, 4 lines, ~— issue, classified 

. Plummer & Go. 45 Beekman street, New Y: ne? 4 a every issue, classified 52.00 
ell & Co. on Dearborn street, Chicago, a 5 lines, every issue. pease. 65.00 
























The Griffith, Axtell ‘& Cad Co., Holyoke, Mass., 6 lines, every issue, c 7.00 
Courier-Herald, Saginaw, Mich., 13 lines, every other issue, classified.. 84.50 
Journal, Jersey or N. J. 8 lines, every issue, classified............ 104.00 
Walter W. Brett, 261 wa) aon York City, 8 lines, pa issue, cl 104.00 
Cavenae® & Thomas, Omaha, , 9 lines, every issue, classified.. pare 117.00 
ound ews, Zanesville, Ohio, “0 ines, every issue, classified ..... 130.00 
. Smith, Washington, 0 lines, every issue, classified 130.00 

Jed Scarboro, Brook lyn, N. y 10 ines. every issue, classified ............-----+- .. 130.00 
Call, Piqua, Eis 2 lines, every issue, (| i peegiorterse stoevbagewes 
ork City, Hoes, every issue, classified....... .........++« -. 520.00 

The . 1 ii Pros Oo. New York City, 14 page, every other issue, display..... -. . 650.00 
. Austin Bates, New York city re average 0 80 lines, every issue, classified........ 1,040.00 
Arthur’s and Pe’ er Magaz 16 page, twice a month, display beoceseceresosaes 1,290 00 

rid, Cleveland, Ohio. page fret risoue in — month. dis 1,200.00 
Standard Pub. Co., Indianapolis Ind., 1 issue in sy rok onth spl - 1,200.00 
ligious Press Ass" ~*. Philadel phia, Pa., rok se, every Medd issue, dis ay. ae 1,300 00 
ews and Times, Da: yton, Ohio, 20 lines, e. 0. , classified, 14 p., €. 0. issue, dis..... 1,560.00 
Press, New York City, 44 page, every other issue, ‘display, preferred position .... + 1,635.00 
Bee, Oma! eb., 1 every other issue, displ ~- eoeneeseenibincasseecueninedats 2,600.00 
evening ‘ost, New City, a e, every other issue, display....... 2,600 00 
Post-! Intelligencer. Seatt ttle, e, ome $ ee iasue, GIN cccsccrvscsccseses 2,600.00 
Associated Hosterman Publications, 8p ringfiel mo.; 1 p.,2t.amo., dis. 3,600 00 
Evening Star, Washington, D.C.,1 pos iy every os, 23 = +4 BEAD 8 ae i 5,200.00 
Carleton & Kissam, New York City, 1 page, very issue, pe ouneuls oa 
Globe, St. Paul = 3 Po Be ee 20°'.00 
— Coast Lists, nard street, New York City, 1 page, oreey issue, 2d page. Sis. oO 
Sun, New York City, br page, every issue, display, prefe' erred position ........+.+.. ++ 6,500.00 «© 
$52,913.50 


The orders enumerated above count exactly sixty-nine and amount to 
the respectable total of ($52,913.50) fifty-two thousand nine hundred and 
thirteen dollars and fifty cents. The space sold to these yearly advertisers 
is equivalent to about ten pages for every issue of PRINTERS’ INK during the 
entire year 1895. This will insure a respectable showing of business during 
dull summer months, and permit of accepting even a few more small yearly 
orders now without depriving the occasional advertiser of an opportunity 
when he wants space in which to make just one appeal to the numerous and 
influential constituency of PRINTERS’ INK. 

For further information address, 


PRINTERS’ INK, 


10 Spruce Street, New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


stoppat a thee st nof tl the ee ime pal for.” 


875 copies ; for 
21,223 and for the last four weeks, 22,250 copies. 


GB Vrrices: No. 10 Spruce Street. 


NEW YORK, DEC. 26, 1894. 


Wuat is not worth advertising is 
not worth buying. 














MAKE your ad easy to read both in 
type, language and ideas. 

THE year 1894 is like an injudicious 
advertisement—out of date. 





THE secret of success used to be 
industry, now it’s printers’ ink. 


THE New Year resembles a judicious 
advertisement—all take note of it. 





THE woman who never takes any 
interest in the ads needs medicine. 





THE fact that an article is adver- 
tised is a prima facie argument in its 


favor. 
cide 


You must convince the public that 
you are yourself tees of the 
merits of your g' 


« APPEALS to popular intelligence not 
only constitute good advertising, but 
the best that can be produced. 


THERE is no cement that will re- 
store public faith once shattered by 
dishonest and lying advertisements. 


A WELL-ADVERTISED article of mod- 
erate merit will sell better than an 
unadvertised article of superior merit. 





IT takes two people to make one ex- 

- at advertising—a man expert at 

s own business and a man expert at 
pavestiaing. 





PRINTERS’ INK. 


Wuat would you know about Presi- 
dent Cleveland or the tariff or the war 
in Corea if the newspapers had not ad- 
vertised them ? 





A FOOT BALL game is a s a good adver- 
tisement for a college, and several of 
them have got columns of advertising 
free this season. 





THERE is more art in the use of 
f plain English and plain type than in 
all the elaborate illustrations and intri- 
cate typography in the world. 


A TRIAL by jury and a verdict of 
acquittal is not more demonstrative of 
a man’s virtue than the test of conspic- 
uous advertising applied to his goods. 





One of the best arguments you can 
offer for the merits of your goods is 
that you have sufficient confidence in 
them to make you willing to advertise 
them. 





THERE is about the same difference 
between ready-made ads and ads made- 
to-order that there is between the 
ready-made clothing and the made-to- 
order kind. 


THE people are willing to pay more 
for an article they know through its 
being advertised than they will for an 
equally good article of which they 
know nothing. 








A DREAM book says: ‘‘To dream 
you are using ink denotes prosperity 
in business.’’ Printers’ ink, judicious- 
ly used, assures prosperity—‘‘ beyond 
the dreams of avarice.’’ 





A coop play at a popular theater is 
a drawing card, but it is a miserable 
failure if not properly advertised. So 
it is with reasonable priced goods of 
high quality in a retailer’s store. 


THE idea that any considerable por- 
tion of the population are fools is now 
a fallacy. The proof lies in the fact 
that advertisers are finding the only 
ads that pay are honest ads of honest 
goods. 


BLOOMINGDALE Bros. of New York 
have bought $70,000 worth of space in 
the World, to be used within a year. 
By this wholesale purchase they secure 
concessions of great moment, ’tis said, 
position, rates, etc, 











= 
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PLACE your window display in the 
newspapers. The crowd that passes 
by your store without stopping to look 
at your goods put in several hours a 
day reading the news about your store 
and other things interesting. 


A RECENT communication from the 
office of the Detroit Mews says that a 
circulation rating for that paper of 
exceeding 40,000 copies, is ‘‘O. K.’’ 
Everybody knows that this is much 
the largest daily issue in Michigan. 


THE tendency in advertising is to- 
ward the very large and striking or 
the small and unique. There seems 
to be a justifiable horror of the middle 
ground where an advertisement is 
neither large enough to be powerful 
nor keen enough to be penetrating. 


THE quickest way to call attention to 
the weak points of your stock is to 
misrepresent it in your advertisement. 
Advertise your garment as ‘‘all wool,” 
and you invite especial examination on 
that particular point. Unless you tell 
the exact truth, the least said the better. 


THE New York houses that place 
their business through agents—and 
most of them do—are beginning to 
demand that the agent write and typo- 
graphy their ads, as well as perform 
the usual agency duty of collecting 
copy and distributing it among the 


papers. 


A MAN in business may know more 
about buying or selling goods than any 
of his employees—though few do or 
pretend to—but he will have to go 
into the advertising and newspaper 
business before he can know as much 
about advertising as the man does who 
makes advertising his sole occupation. 








WHEN the present absurd law is re- 
pealed that prohibits selling a news- 
paper at a nominal rate, many a g' 
paper will be issued to subscribers free 
of cost, and even a handsome dividend 
for its owner, too, all from the magnifi- 
cent advertising patronage it will re- 
ceive. Now that dailies are beginning 
to be sold for a dollar, sixteen-page 
weeklies for twenty-five cents, and 
county weeklies for ten cents a year, 
the term ‘‘nominal rate’’ has ceased 
to have a meaning, if it, in fact, ever 


did mean anything. 


No MATTER how much you or 
competitors may have advertised, there 
are always opportunities for making a 
hit with something more striking, more 
interesting—more something. The 
advertising man who knows tis busi- 
ness knows how to find such opportu- 
nities and improve them. 





THE salesman finds it easiest to sell 
advertised articles, and consequently 
pushes them to the front po sings 
their praises—because he feels that the 
intelligent purchaser will believe what 
he says. He keeps the unadvertised 
article in the background—because his 
unbacked and unadvertised word must 
stand alone for the merits of the un- 
advertised article. 





In the daily papers of the largest 
cities there is noted a scarcity of local 
advertising, considering the many busi- 
ness places. How best to reach, at a 
moderate price, the restricted circle of 
customers of a tradesman who does not 
cater to the whole city is a problem. 
Small stores are lost in the wilderness 
of others, and the big stores that ad- 
vertise and cater to the whole city 
draw away the trade. 





Herz is a little arithmetic. There 
are, let us assume, ten thousand people 
in your place, perhaps one-tenth as 
many, perhaps ten times as many, who 
each have every week ten dollars, each 
year five hundred dollars they will 
spend in buying the things you or 
some one else sells. Say ten thousand 
of them—that’s five million dollars— 
very tempting bait to the advertiser, 
is it not? Possibly four of that five 
millions will be influenced in its pur- 
chase by advertising. 





Cot. ALFRED B. Scott, of Scott & 
Bowne, will hereafter live in London, 
and Mr. S. W. Bowne will take sole 


ood charge of the business in North and 


South America. This change may or 
may not lead to a revision of the firm’s 
advertising methods, which have not 
been quite so systematic of late as 
they were formerly. Few people real- 
ize the enormous growth of the pro- 
rietary article, Scott’s Emulsion. It 
is less than twenty years old, but it is 
now sold in every country on the 
globe. Such is the power of advertis- 
ing when applied to a good article, 
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THE successful merchant has not the 
time to spend in the multitudinous de- 
tails of preparing copy, selecting type 
and arranging for the insertions of his 
advertisements, nor for sweeping out 
his office, keeping his own books and 
driving his own delivery wagon. A 
man whose time is less valuable can 
do each of these things better than he, 
and leave the merchant leisure to 

upervise and direct the whole. 





Gro. S. Beck, Eastern manager of 
the associated Hosterman publications, 
who has made many friends for his 
papers during his seventeen months’ 
career in New York City, has been 
promoted to the position of general 
advertising manager of the concern, 
and will hereafter attend to all the ad- 
vertising business of the Farm News, 
Womankind and Republic-Times from 
the home office in Springfield, Ohio. 





IN their fierce competition, several 
New York stores began their annual 
‘*clearing sales ’’ before the holidays, 
just when buyers are supposed to be 
most eager and prices the highest. 
Two weeks or so before Christmas 
they cut prices a quarter or a third. 
’ The wisdom of selling goods when 
people want to buy has a strong argu- 
ment. A clearing sale on a live mar- 
ket is better than any kind of a sale on 
a dead market. 





THE editor of the American News- 
paper Directory was found in a very 
enthusiastic state of mind the other 
day. For twenty-seven years. it had 
been his honest endeavor to get a cir- 
culation statement from the Baltimore 
Sun; and, behold, upon the 18th day 
of December, 1894, one came—the 
first that had ever been seen. What 
gave the editor still greater pleasure 
is the fact that the circulation of the 
Baltimore Suz is really more than 
twice as large as he had ever supposed 
it to be. The statement referred to 
reads as follows: 


No issue of this paper for the period of a 
full receding the date of this certificate 
has need than 

66,432 complete copies = and 

,140 complete copies wee ly 
ame of paper, Sun. 

Town and State, Baltimore, Md. 


QS, Ab122 Comfony 


Date, December 17th, 1894. 









PRINTERS’ INK. 


THE newspaper publisher and the 
postmaster, who addresses an inquiry 
to the Post-Office Department at Wash- 
ington for a ruling upon a point con- 
cerning the mailability of matter pre- 
sumed to be entitled to the one-cent-a- 
pound rate, can hardly guess what the 
answer will be. The clerks in the de- 

rtment, who make the decisions, are 

ardly less at sea. The decision of 
yesterday has no bearing on a case to 
be decided to-day, and to-day’s decis- 
ion is no guide to a conclusion to be 
arrived at to-morrow. 





PRINTERS’ INK for November 28, 
the Year Book issue, contained addi- 
tional pages, making it more bulky 
than ordinary issues. The same is 
equally true of the World Almanac 
issue of the New York monthly World. 
The editor of PRINTERS’ INK will be 
glad to publish the picture and biogra- 
phy of the man who can give the most 
reasonable reason why the Post-Office 
Department should charge ten cents a 
copy for mailing the Year Book and 
perform the same service for the Alma- 
nac for one cent. 





‘“WHEN we sell a machine,”’ said 
the president of a large manufactory, 
‘we give a written guarantee that 
contains a clause to the effect that 
every statement in every catalogue and 
newspaper advertisement of our house 
is made a specific part of that guaran- 
tee. We bind ourselves to fulfill every 
promise made in every advertisement 
appearing over our name.’” The man 
who writes the ads for that house 
is not built on the circus-poster, 
best-on-earth plan. He spends more 
time in writing an ad than the chief 
salesman does in drawing up a con- 
tract, and rightly so, for the contract 
affects the relations of the house with 
one particular customer, but the adver- 
tisement is a contract between the 
house and every customer. With that 
company advertising is business, and . 
so it is with every advertiser. 





THE wholly illiterate do not read 
advertisements at They com- 
prise about one in eight of the 
total population. They are influ- 
enced, however, by what they hear 
others say about advertised articles. 
The number of comparatively ignorant 
people, made up largely of day labor- 
ers, in-doors and out, reaches a very 
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much higher percentage. This is well 
understood by those who adyertise to 
interest the masses. To attract these, 
regard must be had for their prejudicés 
and superstitions, their common ways 
of speech and thought. This explains 
why some successful advertisers use 
forms of ap that do not recom- 
mend themselves to the more cultivated 
and refined. A successful patent med- 
icine man, who sold a cure for colds 
and consumption, rejected some pretty 
good work supplied by an ad-smith on 
the ground that the notices did not 
have enough hawk and spit in them. 








THE peculiar conditions prevailing 
in the conduct of the affairs of the 
New York police force, as revealed by 
the investigations of the Lexow Com- 
mittee, are a surprise to the good people 
of the Empire State. If Congress will 
appoint a committee with similar pow- 
ers to investigate the methods by 
which the United States Post-Office 
Department disposes of questions hav- 
ing to do with the mailing of printed 
matter, the people of the whole country 
will be amazed to find out to what a 
considerable extent the methods in use 
in Washington are similar to those 
which Mr. Goff has made so unpopular 
in New York. In one case, not very 
long ago, but. under another adminis- 
tration, the nod of a postal clerk made 
a difference of over $85,000 in the 
amount of postage paid on one edition 
of a paper or circular. The question 
with which the clerk had to deal was, 
‘*Which is it?’ There is no error in 
the amount of the figures stated. The 
difference between the two rates of 
postage amounted to more than eighty- 
five thousand dollars. 





COTTOLENé is advertised in news- 
papers to the amount of several hun- 
dred thousand dollars annually. The 
thing itself is a vegetable product rec- 
ommended to be used in place of an 
animal product. That is just what 
people want. Cottolene is a trade-mark 
name. No one but the proprietors can 
sell the same ingredients under that 
name. The advantages derived from 
advertising result from familiarizing 
the people with the name and the quali- 
ties of Cottolene. It can be of no 
Frage value to the proprietors to have 
their own name become a household 
word. It is an interesting fact, how- 
ever, that in all the advertisements of 
Cottolene nearly as much space and 
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display are devoted to the name of the 
proprietors as to the name of the article 
to sold. At least a hundred thou- 
sand dollars a year is added to the cost 
of these advertisements merely to pay 
for the space employed for displaying 
the name of the proprietors. This dis- 
play not only no advertising 
value, but it positively weakens the 
advertisement by bringing out a rival 
catch-line to compete with the trade- 
mark name. Those great advertising 
successes, the Royal Baking Powder 
and Pears’ Soap people, have learned 
how to make space effective. They 
do not attempt to blazon forth the name 
and business address of the company, 
but are content to know that if the 
people can be made to demand the 
goods, dealers will have no difficulty 
about ascertaining where they are to 
be bought. It is the beauty of a trade- 
marked article that there is no compe- 
tition in it. It isa monopoly. None 
can be obtained except from the 
owners. It is wiser then to advertise 
the name of the goods and let the 
owner’s name and address take care of 
themselves. They will be conspicuous 
enough if the trade-mark is sufficiently 
well advertised. In due time the ex- 
tent of their bank account will make 
them very famous, indeed. 





WHAT! INDEED. 





This man should not have waited. 
Earlier in the season, when the flocks 
were larger, other men like him 
knocked down—some sixteen, some 
twelve, some eight, and others four 
and three. This man was slow to 
take advantage of his opportunity. 
Reader, does the picture represent 
you? 4f so, and you are a publisher, 
there is still a chanceto replenish your . 
game bag. See the beautiful wild 
turkey illustrated on another page. 
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ADVERTISING IN CANADA. 
By Frederick J. Hewitt, of Toronto. 


There are many peculiarities about 
Canadian advertisers which are ob- 
served and commented upon by news- 

readers in the United States. A 
conspicuous failing is their inability 
to discern any immediate profit from 
the use of printer’s ink. In conse- 
quence the advertising columns of Can- 
adian newspapers are continually of a 
stereotyped style—the same thing over 
and over again—no extra space, no 
catchy lines tended to attract, no artistic 
illustrations to catch the eye, but day 
after day the newspaper reader’s eye is 
assaulted rather than attracted by the 
names and prices of a hundred and 
one articles crushed into ten or twenty 
lines over the name of the most promi- 
nent of retailers. Display ads are al- 
most unknown. There is a possibility 
that in some issues an advertisement of 
a quarter or half page will be found, but 
it only happens in the busiest season. 

There is scarcely an advertising 
(newspaper) agency in Canada to-day— 
advertisement writers or ad-smiths are 
unknown. Many have tried the busi- 
ness, but have been forced to forsake 
it from lack of patronage—not a news- 
paper in Canada employs an adver- 
tising artist, and all the beauties in 
the advertisement columns of Cana- 
dian newspapers can be safely credited 
to the energetic solicitor. 


+> 


THE ‘‘SPECIAL” IN PARAGRAPHS. 





He is usually handsome, well- 
dressed and of pleasing personality. 

For this reason the pretty typewritist 
employed in the advertiser’s office re- 
serves for him her sweetest smiles. 

In almost every case he can tell a 
good story or a poor story good. 

He earns a large income, but no 
larger than men of the same ability 
earn in other occupations. 

He is seldom an old man. Long 
before age overtakes him he has be- 
come a newspaper proprietor or has 
retired with a fortune. 

Good luck to the ‘‘special’’; may 
his shadow grow larger in the land he 


partly owns. 
se 


OFTEN PROVED. 


“It costs too much to advertise ; 

I won’t—unless I’ve got to!” __ 
So said the foolish. Quoth the wise: 
“ It’s more expensive not to!” 





PRINTERS’ INK. 






ALMOST PERSUADED, 

Office of “‘ THe Mam.” 
Toronto, Canada, Dec. 11, 1894. 
Editor of Printers’ Ink: 

Inclosed please find copy of letter which 
we have sent to leading publishers in Can- 
ada, asking their co-operation in securing 
a which will give advertisers exact 
information as to the circulation of publica- 
tions in which they are asked to advertise. 

Your efforts in that direction have been 
excellent, their only defect—a serious one, it 
is true—being that you could not compel the 
information ; therefore even the honest pub- 
lisher refused to give his statement, because 
it would be placed alongside another which 
would be grossly exaggerated. Can you help 
us? Yours truly, 

Tae Mai Printinc Co., 
W. J. Douglas, 
Sec.-Treas. and Bus. Manager. 
THE LETTER. 
Dear Srr—Are you inclined to help us 
push the question of exact statements of 
roved circulation? You know how desira- 
le it is that advertisers should know to a 
certainty what they are buying. You know 
also in how many cases they are shamefully 
deceived by false statements of circulation. 
You know that honest publishers would 
greatly benefit if the public had some sure 
way of getting at the facts. Will you help us 
to reach this desideratum, both by advice as 
to the best course to pursue and an earnest 
endeavor to carry out that course when set- 
tled upon? I don’t think we can commence 
the battle too soon. I am writing this same 
letter to a number of other prominent news- 
paper men. Kindly let me hear from you on 
the subject. . J. Doucas, 
Sec.-Treas and Bus. Manager. 


The pages of the American News- 
paper Directory show that a goodly 
number of Ontario newspapers truth- 
fully report their exact issues, but that 
the Toronto AZai/ is not one of them. 
When you do right, your influence 
upon others to be good will be en- 
hanced.—Editor PRINTERS’ INK. 


os 
GOOD RESULTS ALL AROUND. 
Batimore, Dec. 17, 1894. 
Editor of Printers’ Ink: 

Inclosed you will find our check for $2, in 
payment of one year’s subscription to your 
excellent little journal; also 1o cents in 
stamps, for which we will ask you to send us 
the Year Book issue. You fee recently 
been of considerable service to us. In a 
recent issue the Medical Herald, of St. 

oseph, Mo., agreed to run free in their 
journal for one year the first medical} adver- 
tisement they received in reply to their ad. 
Our general ee picked up PrinTERs’ 
Ink the moment after it was brought into 
our office, and his eye happened to fall on 
this notice. The result was that he tele- 

raphed his acceptance at once, and we were 
ortunate,enough to be the first on the field ; 
in fact, our message was no doubt delivered 
before they received a copy of your journal 
containing their ad. A card which we have 
just received from them is flattering to you, 
so we shall inclose it. Will you kindly fur- 
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nish us with the name of a house who can 
supply us with a reliable and complete list 
of physicians in the United States? We 
have Polk’s ogg but would like to 
secure some other. ery res; fully, 
Tue CHtoripe or Sitver Dry CeLt 
Batrery Co. of Baltimore City. 


Sr. Joseru, Mo., Dec. 15, 1894. 

GENTLEMEN—We acknowledge receipt of 

our valued favor of rs5th, inclosing order for 

alf-page Xmas number, and same shall have 
our prompt attention. Our idea was to test 
Printers’ Ink’s merits as an ad medium 
among medical advertisers, and we find it 
very “os Many responses besides 
yours. Merry Xmas to you. 

Awaiting your further commands, we re- 
main, yours very truly, 

Mepicat Heracp Co., per Fassett. 

According to the Druggist’s Circu- 
Jar, Polk’s is the most reliable and 
complete list, and any one who has it 
is not wise to worry about any other. 

————__ +> 
HOW MUCH? 
Branrorpb, Conn., Dec. 12, 1894. 
Editor of Pruxters’ Ink: 

What would be a conservative estimate of 
total expense of twelve page ads, published 
by Ludwig Baumann & Co. in last Sunday’s 
Press? mean cuts, writing of ads and 
price paid the Press. — 

F. A. Fincn. 


If you should insert a 12-page adlet 
in the Press you will perhaps have to 
pay $4,200 for it—$350 per page being 
the price the Press usually demands. 
Messrs. Ludwig Baumann & Co., how- 
ever, are large yearly advertisers in 
the Press, and as such are entitled to 
the regular yearly discount, which the 
advertising manager granted with great 
cheerfulness. 





A FEW INQUIRIES BY THE J W. GOFF 
OF BALTIMORE, 


Law Office of Gzorce E. Lowerze, 
Fidelity Building. 
Ba.timore, Md., Dec. 13, 1894. 
Editor of Printers’ Ink: 


Dear Sir—A controversy has arisen here 
as to what an advertising agent is—a trader 
for his own account, or an agent ; if an agent, 
whose agent? I am informed advertising 
agents work under three or four systems, 
among which the following are the most 
prominent : 

First.—They, the advertising agents, agree 
with the advertisers for specific amounts to 
insert their advs in a, in which case 
the difference between the price charged by 
the advertising agents to the advertiser and 
what they pay the py 4 is their profit. 

thi 


Question: In cases o s kind, in what 
sense are they agents ? 
Second.—They agents, 


the advertisin, 

ee with the advertiser to place his adver- 
tisements in newspapers, getting their profits 
from the commissions allowed by the papers. 
In cases of this kind, inthe absence of spe- 
cific terms of payment from the advertiser, 
when would the advertiser’s bill be due? 
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Question 2: Whose agents are the adver- 
tising ts, the advertiser’s or the newspa- 
male oy a Brn advertise’ Me bill ™ 

ue properly when the agents pay the paper 

Third — , the advertising agents, work 
on a plan called an “‘ open contract’; that is 
to say, they place the advertisements of 
the advertiser in the news) rs and 
the advertiser a commission on the actual 
amount paid the newspapers. On contracts 
of this kind, in the absence of specific con- 
tract with the advertiser as to payments, 
when would his bill be due? 

Question 3: Whose agents are the adver- 
tising agents under the “open ccntract”’ plan, 
and would not the advertiser’s bills for the 
insertion of his advertisements become due 
from the date the agents paid the bills, and if 
they paid the bills in ink, type or advertising 
space in their own pamphlets, should he not 
. = mgs advertiser the actual cost of these 
things 

If you can consistently give me any light 
on this subject I will be more than obliged. 
I have been referred to you, among others, 
by one of our large city advertisers. 5 inclose 
postage for reply. - Yours truly, 

Georce E. Loweres, per B. 


+-_—__—_ 
IT MIGHT BE CHANGED FOR THE 
WORSE. 





H. L. Goopwin, 
Pub. of “ Tue INDEPENDENT.”’ 
FARMINGTON, Me., Dec. 10, 1894. 
Editor of Printers’ Ink: 
The inclosed ad run in a country weekly, 
the Clinton (Me.) Advertiser, has been an 
eyesore for more than seven years: 








J cannot tel) a Mo, father; I did it with one of 
BILLINGS’S AXES. 
All kinds of edge tools manufactured 
by J. P.. BILLINGS, 
CLINTON, 3m. 





Though it may be unique in its way, it 
seems to me about time it was changed. 
What do you think about it ? 
H. L. Goopwin. 

——_ ++ 

A CANADIAN AD. 
SuersrookeE, P. Q., Dec. 14, 1894. 

Editor of Printers’ Ink: 





.. HOSPITAL 
FOR 


-. SICK WATCHES, .°. 








The above is a card in the window of a 
watchmaker’s store in a town near here. 
. W. Browninc. 














38 


FARM IMPLEMENT ADVERTISING. 
Famous Manuracturinc Co., 
Farming Implements. 
Cuicaco, Dec. 7, 1894. 
Editor of Printers’ Ink: 

I hand you herewith three half-p ads 
from the fase issue of the Farm fadeecnt 
News. They all, in my estimation, have one 
serious defect, that of not giving the name or 
address of the manufacturer. 











The advertisement of the Red Jacket Pump 
is perhaps as good as any of the three, yet if 
the reader wanted information concerning 
he doubtless would write to the 
Red Jacket Pump, and if a ov 
bright dealer he perhaps would add Co. 
ay ay course that it was manufactured 
by the Red Jacket Pump Co. As a matter 
of fact I believe that the pump is manufact- 
ured by the Red Jacket Manufacturing 
Company; therefore, if the Post-Office De- 
partment should enforce its rules the com- 
pany would lose the benefits of their adver- 
tising, as the mail would all go to the dead 
letter office, unless the postmaster of Daven- 
port should use his own judgment and deliver 
the mail to the company for which it was 
intended but not addres: 











The same applies to the ad of “* The Mil- 
waukee.”’ Those in the trade would probably 
infer that this was the ad of the Milwaukee 
Harvester Co., but should the paper fall 
into the hands of an outside party—to whom 
profitable sales are often made in the imple- 
ment line— would he know where to get any 
information in regard to the ‘* Milwaukee?” 

The third, the ad of the Bettendorff Hol- 
low Steel Axle and Bolsters, is probably bet- 
ter, for the reason that they are not asking 
for trade direct on them; all they want is 
that the dealer should specify their axles and 
bolsters when ordering wagons ; but I should 
think they would like to reach the dealers 
direct with some information re ~~. the 
merits of their goods which would probably 
induce them to specify them when ordering 
wagons, while the half-horse ad would not. 
I notice very little in Printers’ Inx regard- 
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, and would like to 
have some other opinion of the inclosed. 


ing implement. advertising, 


Yours very truly, M. Turner. 


tee 
REMINISCENT. . 
Lacon, IIl., Dec. 14, 1894. 

Ten years ago I was editing a typical coun- 
try newspaper in Kansas. I took sad irons, 
cord wood, cork screws, empty bottles, prod- 
uce and cash on subscriptions. Every one 
who dropped in my “den” was noticed in 
the personal column, with an invitation to 
cal] again. My paper was as much interested 
in Smith’s new brindle calf or Jones’ addi- 
tion to the family as it was in State and 
national affairs. ke was a thoroughly home 
paper. The country correspondents for miles 
around sent me full particulars each week of 
the depth of mud or dust, as the case might 

in that locality. If Sally Skinnerhorn 
left the hamlet they would add that “ Lige 
Curtis is a sad fellow now,” and it went. 
Everything went. I took ads. Space cost 
so much per rod. If a_ fellow took a 
tenth of a yard I gave him a_ column 
local calling attention to it. The men 
wrote the ads with the same ambition that 
one gets up in the night to feed a baby 
paregoric. The ad-smiths in Kansas worked 
with an axe. Sometimes a whole column 
would be taken up with the announcement, 
““Watch this space,’”’ and the merchant be- 
lieved the people sat down and gazed for seven 
days on the spot. I had two revolvers primed, 
and if an ad did not commence with “I am 
still at the old stand,” the merchant was held 
to account. Payment was taken in trade. 
Settlements were made by executors on one 
side or the other. But things have changed. 

A little sheet appeared in the newspaper 
world called Printers’ Ink. It wasn’t much 
at first, but they kept everlastingly at it until 
people saw that hump (like a cat eating hot 
glue) on it. It had come to stay, and, being . 
easy to understand and easy to buy, they 
bought it. It was cram full of good sense, 
and when a thing was said in Printers’ Ink 
it was so. 

The editor began to reason with himself: 
My paper ard my ad columns are my stock 
in trade. A merchant does not beg of me to 
buy sugar to keep up his enterprise, yet I beg 
of him to take space to help the paper along. 
When I buy a pound of sugar he don’t give 
me a pound of coffee. Why dol give a ten- 
line local with a three-line ad? I'll run my 
ay? on legitimate business lines. And so 

e did. And so have others, until all news- 
paperdom has assumed business principles, 
and all to the credit of the “ Little School- 
master.” It has been a wise teacher. 

But it did more. After it taught the pro- 
vincial editor to the sense of his own interests 
it took the merchant, and for years has been 
training him to write his ads properly. The 
foremen of country offices caught the spirit 
of the occasion, and in every office PRINTERS’ 
Ink can be found on the foreman’s desk ; and 
he has made a study of the new business, 
and he assures merchants who cannot affect 
the “ breezy style” that if they give him the 

ound work he will do the rest. And the 
oreman is not only of benefit to the mer- 
chant but to the editor and publisher. Now 
in the at our foreman controls two 
columns of advertising at present, and has 
for the past year, the merchants who pay for 
that space having at one time or another 
threatened to “ pull out,’”’ and only through 
the efforts of the foreman were they per- 
suaded to retain their space. 

W. B. Powett, 
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INTELLIGENT CRITICISM IS INVITED. 


Office of “‘ Tue. InpustrRiAL Press,” 
411 and 413 Pearl Street. 
Publishers of ‘‘ Machinery,” “ The Jour- 

nal of Railway Appliances,” “The 

American Met: Market,” “The Ma- 

chinists’ Price Current,” “‘The En- 

gineers’ Price Current.” 
New York, Dec. 17, 1894. 
Editor of Printers’ Ink: 

You may insert one line for us in your list 
of class publications at the rate of $13 a year 
till forbid, under “‘ Machinery,” as follows: 

*Machinery—413-15 Pearl St., New York.” 

We call your attention to some errors in 
this list in connection with papers that the 
writer is familiar with. 

EnGINEERING—Locomotive Engineering is 
not an engineering paper in the sense that 
the term is generally understood. It is a 
paper for railroad men, mechanics and loco- 
motive engineers. The Engineering Maga- 
zine, in the’ writer’s opinion, would much 
more correctly represent that field. 

Harpware—Under this heading you have 
the Stove and Hardware Reporter, a paper 
the writer never heard of. No one in the 
hardware trade would ever give you the 
name of any paper except the /rom Age as 
the leading one in that trade. I see that you 
have the Hardware Reporter rated at G, 
while the /ron Age is rated at F, so that by 
your own figures the latter should head the list. 

Iron—As a representative of this trade the 
Tron Age is correctly named; but why do 
you leave out Steel, which is a much more 
_ nes 

ECHANICS—I should say that this headin 
did not correctly represent the trade sommhed 
by Power. This paper has the 1 t circu- 
lation of any published for stationary en- 
ineers, while there are several that cover the 
eld of mechanics much more thoroughly. 

Mertats—The Scientific American has no 
earthly interest to a person in the metal 
trade. Your other headings for this paper 
are correct. The only paper published ex- 
clusively for the metal trade is the American 
Metal Market, published by this concern. 

MinERALOGY—Minerals is another paper 
the writer never has seen, although con- 
nected with trade papers for some twenty 
years. I should Cj that the ig | 
and Mining Jour: represented this fiel 
much more thoroughly than any other. 

Street Rartways—I should say that the 
Street Railway Journai has a larger circula- 
tion than the Review, and is a more repre- 
sentative paper, although the former does 
not appear to have made you any statement 
of circulation. Very truly yours, 

Tue InpDusTRIAL PREss, 
A. Lumars, General Manager. 





THE BEST EVIDENCE. 


Office of “‘ Diz Westiicue Post.” } 
Sr. Louis, Dec. 11, 1894. 
Editor of Prixters’ Ink: 

Your November a2rst issue, in which the 
“Rule Ad” a red, is the best evidence 
of the value of your publication which could 
be offered to an advertiser. No less than 790 

uests for the rule have come up to date. 
ur ads were designed by Mr. James Han- 
nerty, of our city. 

Yours for advertising, 

Westiicue Post AssociATION, 
Epw. L. Preetorius, Bus. Mgr. 


39 
P. I. AND I. P., THE ALPHA AND THE 
OMEGA. 


New York, Dec. 11, 1894. 
Editor of Printers’ Ink: 

In all well lated printing offices, where- 
ever the English language is spoken, the 
word “ pi” is used. meaning is obvious 
to all those familiar with craft nomenclature. 

hese same two letters, however, when used 
as initials have a far different meaning. The 
reader will readily appreciate the fact that 
the letters P. I. stand for Printers’ Ink, a 
weekly journal devoted to the best interests 
of advertisers. This well-known and de- 
servedly popular periodical is edited and 

ublished by Geo. P. Rowell & Co., No. 10 
pruce street, New York City. Printers’ 
Ink was the pioneer in the field of trade 
journalism as applied to advertising, havin 
n established in 1888. It takes undisput 
the leadership among all papers which cater 
to the fastidious tastes of advertisement 
placers and takers. 

Bya TS transposition the letters P. I. 
become I. P. Who is there among all lovers 
of the art preservative that is not familiar 
with the old reliable /nland Printer? It is 
an ideal trade paper, and is regarded by 
publishers, printers and pressmen as an 
je sg | upon all matters pertaining to the 
craft. he many illustrations, the paper 
and press work, being the finest that money 
and skill can secure. This publication was 
launched in October, 1883, and its excellence 
and me | are largely due to Mr. Henry 
0.8 ———— the head and shoulders of the 

Printer Company. 
Wa ter S. PARKER. 


+o 


IN DELAWARE, 
Witmincton, Del., 624 King St., 
Dec 


. 11, 1894. 





Editor of Printers’ Inx: 
While down the State this fall, at a station 
called Bear I was attracted by a sign, a large, 
oblong one, placed at the intersection of ‘the 
State road and a cross road, upon which was 
the following clever wording: 
‘“*Who makes the best reaper? 
McCormick.” 
“Who sells the best reaper? 
Vandever.” 
“Who uses the best reapgr ? 
The intelligent farmer.” 
As Vandever’s store was at the same place, 
it showed him to be a time. 
ery truly, A. B. 





CHICAGO WANTS FREE ADS. 


“Tue INTERIOR,” 69 Dearborn Street. 

It has the largest circulation of any Pres- 
byterian paper in the world. 
The ablest religious paper published in 

America.—Z, times. 

“THE es 2 not o humdrum relig- 
ious paper.—Chicago Times. 
Cuicaco, Dec. 13, 1894. 
Editor of Printers’ Ink: 

Your favorable attention is respectfully 
called to the holiday number of the /nterior, 
which is the largest yet published. Its lit- 
erary and artistic merits will, we hope, com- 
mend it to your favorable consideration, and 
a notice in your paper will be warmly appre- 
ciated. Very respectfully F ag 

HE INTERIOR, 
W. C. Gray, Editor, 








AN IOWA IDEA. 
“Tue Free Press.” } 
Mawnnino, Iowa, Dec. 8, 1894. 
Editor of Printers’ Ink: 
I have been a reader of Printers’ INnx for 
several ee ge during that time have ob- 


served the 
havin; 
a late 
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closely, but do not remember 
seen snything like the following from 
of Des Moines Register: 








‘23 Snowed ‘Under! : 
‘With Orders for Holiday Goods am, 
-7+°, THE LATHROP-RHOADS 60, -- 


Shee 2h eS eT ie 
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Is there not something novel and attractive 

in the ad? Very truly yours, 
Cuartes Hawortu. 
—__+o+—__—__ 
YES. 
CENTREVILLE., Ia., Dec. 14, 1894. 
Editor of Printers’ Inx: 

We read Printers’ Ink. Get many val- 
uable hints from it. We inclose you an 
advertisement of Geo. A. Macbeth, the Pearl 
Glass Lamp Chimney man: 











A lamp with wrong chimney s/inks if it 
does not smoke. Get the “Index to Chim 
» 
Write to Geo. A. Macbeth Co., Pittsburgh, 
Pa., for it. 
Pearl glass, pearl top, tough glass. 











ti 


Do you consider it a good one? 
ILLIAMS ORGAN AND Piano Co., 
Per H. B. W. 


AN ECHO. 


SouTHERN ADVERTISING AGENCY. } 
SAVANNAH, Dec. 14, 1894. 

Editor of Printers’ Ink: 

Your very able article on Southern adver- 
ising, which appeared in your issue of De- 
cember 5, is certainly true in every respect. 
My experience with advertisers in all lines 
for the past ten years enables me to judge 
your article from an impartial standpoint. 

It is worthy of note that there are many 
advertisers, particularly in this city and 
State, who show considerable improvement 
in their methods of advertising during the 
past two years, doubtless through the ideas 
of our metropolitan friends North and East. 
is yet a vast amount for our Southern 
advertisers to catch on to before we can com- 
pete (in ideas) with the army of adver- 
tising builders North. Your valuable little 
medium seems to be a splendid impetus by 
which our advertisers can be benefited. Yours 
truly, Davin Rosinson, Manager. 









A RESULT OF ADVERTISING. 
Witmincron, Del., Dec. 11, 1894. 
Editor of Printers’ Ink: 

While Princess Bonnie was running in 
Philadelphia last season our press here had 
notices of it about every night, and while it 
was running this season, I presume to draw 
Wilmington patronage up there, which it did. 
It came here a couple of weeks ago, when 
the result of the ——eee was clearly ap- 
parent in an unprecedented large house. The 
Opera was very poor, not near as good as we 
have had right along, but while the others 
had little or no advertising and poor houses, 

cess Bonnie had the advertising and an 
overflowing house. Very truly, A. B 


RS ie 
SHOULD EMPLOY AN AD-SMITH. 


K1r-Ore Seep anp Nursery Co. 
Sioux FALLs, S. D., Dec. 10, 1894. 
Editor of Printers’ Ink: 

We are students of “‘ The Little School- 
master,’’ which teaches everybody how to 
sell any and every thing, except the “‘ seeds- 
man” to boom Azs business. We notice, 
and read carefully, the ads of the ad-smiths 
in Printers’ Ink, but we sever notice that 
they offer to write an ad for a ‘‘ seedsman”’ 
that will “ produce results.” We have a cu- 
riosity to read in P. I. something from some 
one who is “authority” on the “‘seed trade.” 

Ki-Ore Seep Co., 
Per J. A. Lucas, Manager. 


—___ ++ 
STILL ANOTHER CHICAGO IDFA— 
SUBURBANIZED. 
“Tue ENTERPRISE HERALD,” 
Killough & Cleveland, Publishers. 
ABiInGpDoN, IIl., Dec. 12, 1894. 
Editor of Printers’ Ink: 
Here is a sample of shaving papers we 
furnish the barber shops of our town: 








PUT YOUR 


WHISKERS 


ON ME 


Everyman has Whiskers 
Some cut them off. 
ethers let them grow 


Every business will have 
WHISKERS Skit 
pacuae WHISKERS EES 














What do you think of it? Yours truly, 
KitLtouGuH & CLEVELAND. 





FROM TENNESSEE, 
Exizasetuton, Tenn., Dec. 17, 1894. 
Editor of Printers’ Ink: 
While strolling the streets in Bristol, Ten- 
nessee, Saturday last, I noticed the following 
sign, painted in large black letters : 





COFFINS SOLD TO THE RICH 
AND GIVEN TO THE POOR, 











ak: 
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BOTH LOSE. 


Office of A. B. GRANBERY, ; 
Public Weigher, Bales Cotton. 
Batimore, Dec, 12, 1894. 
Editor of Printers’ Ink: 

Will you be kind enough to let me know 
the estimated circulation of the Baltimore 
Sun? A dispute led to a bet, as follows: A 
bets B $5 that said circulation is not as much 
as 40,000, and another bet of $5 that it is not 
50,000, and both have to leave it to 
you. A replying you will much oblige 

ours truly, A. B. GransBery, 
No. 6 S. Gay St., Baltimore. 


aanemnesiceiat titties 
WHO IS COMPETENT TO FILL THIS 
WANT? 


Were Prow Co. 
Monmovut, IIl., Dec. 14, 1894. 
Editor of Printers’ Inx: 

We notice that you have a very interesting 
department weg Soveent to “* Advertisin 
for Retailers.” hat is the matter wit 
“ Advertising for Manufacturers ’’ and “* Ad- 
vertising for Jobbers’”’? Such a department 
would be of great interest to us. 

Yours truly, Weir Piow Co., 
Per L. S. Kingman, Manager. 


—_+o+—____. 
FOR FARMERS, 


Many small farmers would be glad to reach 
the public to the extent of selling any surplus 
stock they have on hand if they colt find a 
cheap way of making known what commodi- 
ties they have to part with. The Rural New 
Yorker a while ago suggested a scheme that 
can be wore ouny carried out. It is that of 





4t 


IN ALLAHABAD. 


An Englishman who was for some years 
editor of the Morning Post, of Allahabad, 
gives some curious quinone of the uncer- 
tainties of the native Indian printer. He says: 

“You want abor : 300 compositors, one-half 
Hindoos and the other half Mohammedan. 
When the Hindoos haven’t a sacred holiday 
the Mohammedans have, so you must prepare 
for 2 ae, Re ion’t ee 
a word of the English langu , they set 
up the ome sy a kind of facuhtion. The first 
proof is disheartening and incomprehensible ; 
the second gay! idiotic, and then through the 
third and fourth st: , after corrections, it 
assumes a coherent form. You can’t argue 
with the foreman printer, who is an imposing 
creature in flowing robe and turban. He 
doesn’t understand, and thinks you are saying 
something complimentary. All you can do is 
to swear at him in a loud tone of voice before 
the other men if he does not carry out your 
instructions. This humbles him, and he goes 
steadily for a few days, when his salaams be- 

in to increase and his usefulness evaporates. 

ut look at the wages. At $2 a month the 
compositor considers himself wealthy enough 
to keep a wife and family and several other 
families involved by their marriage. The 
coolies who work the presses get no more 
than $1 a month, and at that figure you must 
admit that they are cheaper than gas, elec- 
tricity or any other motive power, for that 
matter.”—N. Y. Com. Advertiser. 

—~+o-————— 
A GOOD TIME COMING, 

Advertisers are fast growing more enlight- 
ened in regard to billposters’ business meth- 
ods, and the time is not far distant when bill- 

































































a bulletin board, to be nailed in acomspicu- board space will be purchased at its real 
ous place. Here is a specimen of it: value. No intelligent billposter will —_ | 
to deny that space on a thoroughfare will 
° Sof. yeas more returns than the third or fourth 
ard up an alley. Hence the need of a 
BU L L ETI N more carefully adjusted scale of prices. The 
e time may be far distant when this readjust- 
ment will become imperative, but eventually 
} 1) ( it is bound to come.—Billboard Advertising. 
—___+o+—___ 
FOR SALE. RATHER GOOD. 
Cow. 
APPLES. 
POTATOES. 
Corn. 
BuCKWHEAT. 
SHEEP. | 
| Pics. | A reputation made step after step by: steady industry and 
} careful management can only be maintained through 
| Woop. | constant vigilance and good judgment 
In advocating this plan the paper named 
says: “ This will give you lots of advertising MILLBOURNE, MILLS C0, 
and increase your circle of customers. What PHILADELPHIA. PA. 
are you raising goods for? To sneak them 
off to market with the least possible public- 
Why not advertise and increase the The above is a reduced d of an 


ity? 
competision for what you have to sell ?””— 
Rural Canadian, 


advertisement from the Grocery World, of 


adelphia, 
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A NOVEL ADVERTISEMENT. 


Readers of Printers’ Ink who follow the 
letters of Correspondent Russell, of London, 
are well acquainted with the fact that our 
British cousins are not slow in adopting novel 
methods of advertising. The most origin 
advertising scheme devised in a long time is 
about to be carried out by the proprietor of a 
— a gee and the attention - those 

i and other newspaper lishers 
~he. desire they do not Salter Ia usin; 
printers’ ink applied to white paper, for ad- 
vertising purposes, is respectfully called to 
this innovation. 

It is intended to o ize a company of 
beautiful girls to advertise the paper by sell- 
ing it in the —- cities of England, be- 
ginning with London. The young ladies are 
to wear a striking and picturesque costume 
of gray biege cloth, trimmed with scarlet 

i collar, crimson waistband, gray golf 
cloak, lined with scarlet, gray yachting cap, 
and they will carry scarlet satchels contain- 
ing copies of the paper. The name of the 

per is embroidered on the collar, waist- 

and, cap and satchel. During their tour 

the girls will be under the care of a lady of 
mature age, and at every town they visit 
they will stay at a Young Women’s Chris- 
tian Institute, and no papers will be sold 
after five in the evening. Of course, the 
experiences of the town will be published ina 
series of articles that will appear in the paper. 

An incident occurred in London the other 
day that shows that the foregoing plan of 
attracting attention—and selling papers—is 
altogether practicable. In the west end of 
the English metropolis a newsdealer, attired 
in a suit of canvas held together entirely by 
safety pins, was the object of much curiosity. 
Thus attired, he worked the chief thorough- 
fares for the greater part of the day. A 
snow-white shirt-front was not altogether 
concealed by the strange canvas suit, and his 
fingers were ornamented with rings, while 
he d the of his bill—all 
English newspapers furnish news bulletins— 
with a most aristocratic drawl. An investi- 
gation showed that his appearance was due 
to a freak. A party of young men were 
assembled in the Cafe Monico, when a dis- 
cussion arose as to the sale of Dm ge in the 
streets, one of them asserting that he would 
for a bet of 450, sell a certain number of 
papers in a given time. His offer was im- 
mediately accepted by one of his compan- 
ions, with the result that the youth appeared 
in the streets in the guise described above. 
He was closely surrounded wherever he 
went by a large crowd, and was the subject 
of numerous uncomplimentary remarks from 
the ordinary street newsdealers. The affair 
caused much » especially when 
the amateur newsboy adjourned to the Cafe 
Monico, his entry causing t hilarity on 
the part of those assembled there. The 
canvas-clad genius won his bet. 

James CUNNINGHAME. 











A Broapway newsdealer recently said: 
The hard times affect sportin pers most 
and igious papers next. Z 
World failed; the Police Gazette has 
dropped 4o per cent, and the /iustrated 
Times more than that. The religious papers 
have dropped about a third. e pictorial 
weeklies Lave fallen off from 10 to 20 per 
cent, and the weekly story papers from 20 to 

With people who read papers every day, 
it ets to be a regular habit, and they have 
g - to have them even if they have to econo- 
mize somewhere else.—A merican Newsman, 


a] its purpose of furnishing to 


Printers’ Ink YEAR Boox cannot fail to 
be of much use to the large army of 
vertisers. It is neatly gotten up in conven- 
ient size, ise form, readabl and is 
easy of reference. And well does it fulfill 
those who con- 
sult ita selected list of the representative 
papers of established circulation. The aver- 

guide of this sort has usually erred in 
the extremes of being too limited or too ex- 
tensive. A happy medium has been struck 
in the Year Book, and the 4,000 papers 
therein mentioned should see: ly cover 
any field which would ordinarily be sought 
for. The acknowledgedly weak spot in the 
book is the circulation rating, which natu- 
rally contains much for criticism, though, for 
the er part of it, the publishers of the 
book must be freed from blame. It is a her- 
culean task to establish this with any degree 
of qoutes, However, the intelligent ad- 
vertiser will find this but a comparatively 
trifling impediment to the use of the book, 
for with this list of the leading papers of the 
country before him, his own knowledge, with 
what assistance he may be able to call in, 
will enable him to make an intelligent choice, 
even should he not decide to wale try them 
all. The book is published by PrinTERs’ 
Inx, New York. Price, $1.—/rom Boston 


Ideas. 
a oe 


Tuere has been this season a t addi- 
tion to the display of signs with letters 
formed of incandescent electric lights; and 
such signs are now seen not only in Broad- 
way, but in various other parts of the town. 
They are displayed where signs would or- 
dinarily be placed, and they are seen high in 
the air on lofty buildings. Indeed, there 
has never been a time when artificial light 

nerally was so lavishly used as now.—New 

ork Sun. 





—_—__ ++ —_ 
A LiFE-sizE figure of President Cleveland 
is the latest advertising sensation exhibited 
in Milton & Co.’s window. The figure is 
dressed in the latest style of clothes and car- 
ries a nobby overcoat on its arm. By an 
electrical device the figure raises its hat every 
few minutes, affording great delight to the 
people who stop to look.— Phila. Record. 








pe irk 
A “*WANT COLUMN,” 
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Hersert Bootu Kine, who dined Senator 
Lexow and others most sumptuously at the 
Waldorf, is an advertising agent, and the 
New York Sus says that in acting as host to 
the Senator and friends he acted only as an 
agent, representing a man who was too 
modest to ap in his own person as the 
moving spirit in an affair so’ fully reported in 
the papers.—Buffalo Times. 


WE note in the pages of the Chicago Times 
a singular accession of energy and intelli- 
gence. Since it passed into the hands of its 
resent owners, some one has infused a new 
nd vigorous life into the paper. It has 
ome by one masterly bound to the ve 
front rank; and there is that quality in it 
that never fails of recognition. Brains and 
character will not be denied; and victory is 
certain to him who has the power.—New 
York Sun, Nov. 28, 1894. 


Tue largest jewelry house in New England 
is the one that does the most and the best 
advertising—Wilson Bros., “ Sign of the Big 
Clock.”” They were a small concern a few 

ears ago, when they secured the services of 
Mr. Samuel J. Byrne, one of the Boston 
Heraid’s editors, as advertising manager. 
Mr. Byrne originated the famous want ads 
beginning, “‘ Marry Me, Richard (or Harry 

r Mollie), and buy the wedding ring at 
Wilson Bros.,” etc., scattered all through the 
small ad section of the Glode and Herald. 








Coun & Bro., the big shoe advertisers of 
New York, who are spending over a th d 
dollars a week in city dailies, have taken 
their advertising from one agent and given it 
to another, for the sole reason, as Mr. Cohn 
expresses it, that “advertising needs the 
personal attention of an expert, who will re- 
write what I say and put in the best type and 
best display. know nothing about adver- 
tising. y business is shoes. I want more 
of an agent than ——y to take my ad and 
give it tothe papers. I can do that myself 
without assistance.” 

PEE eae 

Ir is strange there is no good two or three- 
cent Sunday paper in Chicago. All the > 

rs sell for five cents, and print usually 
} sed forty to a Rages. To many, a paper 
half the size an f the price and giving 
all the news would be much preferred. The 
Sunday Post, some time ago, tried a sixteen- 
page Sunday issue but it was not a success, 
as too much space was devoted to society, 
and there was no cut in price, as it did not 
want to hurt the Sunday Herald, owned by 
the same parties. A paper like the Sunday 
Post ought to have scored a success had the 
price been two or three cents. 








ae <a 
WE are told by the proprietor of a manu- 
facturing blish »-who is ily 
familiar with the facts, that there has been 
during the present year an immense increase 
in the sale of certain patent medicines. In a 
number of cases which he mentioned as 
within his knowledge, the sales have been 
twice, thrice, four times, five times or ten 
times as great as those of any previous year. 
It is his opinion that this increase is due to 
the extent to which these preparations have 
been advertised this year. The lar 
hysicians of the city, who are prohibited 
rom advertising by the code of medical 
ethics, must be interested in knowing what 
we have learned about this subject. Huge 
fortunes are built up by the owners of the 
patent medicine factories.—N. ¥. Sun. 
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Manuracturers and large advertisers gen- 
erally are almost unanimous in the belief 
that sign painting along the principal routes 
of travel is one of the best means of attract- 
ing — attention to any commodity of 
which every person or family may become a 

ssible user. The difficulty thus seems to 
have been largely a want of systematic serv- 
ice by which an advertiser could apportion, 
“check up” and trace results as definitely 
and accurately as in his newspaper advertis- 
ing.— Business. 

+e 

C. K. Wivser, Esq., General Western 
Agent of the Lake Shore and Michigan South- 
ern Railroad, sends out this doctorial pre- 
scription from Chicago. The various station 
agents on his road will, no doubt, be the 
apothecaries who will put it up. 





# The Lake Shore Limited, 
taken regularly on your Eastern trips 
will prevent that tired feeling 
so often experienced by travelers. 
Leaves Chicago - - V. XXX P. M. 
Arrives New York, VI. XXX P. M. 
C. K. Wirser, W. P. A. 
Can be taken without shaking. 





A House which stands well commercially 
and has freq ly been compli d upon 
its progressiveness and push, has on more 
than one occasion advertised in a way which 
was offensive to many, both because of the 
wording of the reading matter and the sug- 
gestive character of the illustrations accom- 
panying the same. This house is about to 
issue more advertising matter of the same 
style, consequently it must have been found 
sufficiently profitable to warrant its continu- 
ance. Such advertising attracts immediate 
attention, but publicity is not the only re- 
quirement of advertising, and it is a question 
whether — which is vulgar, and to 
many objectionable, pays as well in the end 
as the clean, bright, newsy ad which amuses 
and instructs without arousing any unfavor- 
able criticism.—Cycling. 

















** PRINTERS’ INK.” 
I boast of being sensible 
And practical and wise, 
~ as I am in business, 
y, of course, I advertise. 
ps am fond of learning points 
pe on what others think 
And do, in pushing trade along, 
I study Printers’ Ink. 


I think it is the greatest help, 
Philosopher and friend, 
An advertiser ever had, 
, sound advice to lend. 
Of information it is full, 
And those who need may drink 
From all the founts of knowledge that 
Are found in Printers’ Ink. 


I gladly welcome it each week 
f read it through and through ; 
T would not miss a single line 
Of its ideas new. : 
Each number’s worth its weight in gold, 
And no wise man would shrink 
From paying ten dollars a year 
For little Printers’ Inx. 


——_-+o+ —__ 
OR GO UNDER. 


The frosty air and wintry gust 
man seek occupation, 
And even every paper. must 
Keep up its circulation ! 





Displayed Advertisements 


cents a line; $100 @ page; 25 per cent 
extra for specified position—tf granted, 
Must be handed in one week in advance. 


STAMES GOR FOEKER Baim. Pa. 


@OPERIOR. Mechanical Engra’ . Photo Elec- 
trotype Eng. Co.,7 New Chambers st., N. Y. 


THEY PAY THEM. jo. Susicers for 
PATENT COIN MAILING CARDS. 


ons Pay | the advertiser. Our Coin 
€ will increase circulation. Send - 
for samples to AL’ ORD & CO. Detroit, Mich. 


Circutation, 150,000. 
Rate, $100 per page. 


bee. isth, H2OO Pace. 
Arthur's and NEW YORK. 
Peterson PHILADELPHIA. 


W E publish The Farmers’ Advance to 
push the wide interests of our own 
business. It is a handsomely printed farm- 
home journal. The edi- 
tion for January will be 
300,000 copies ; 7,000 
of these go to 7,00c 
dealers in hardware 
implements and ma- 
chinery in all parts 
of the United States. 
The remaining 293, 
ooo are sent into 
homes of 293,000 Aa 
ers. The advertising 
rate is $1.25 per agate line. 
‘The space is limited. Other information, 
circulars and sample copies on application. 
Address, McCormick HarvEsTING MACHINE 
Co., Chicago. 
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Ww if 
WOLSTAN D. 
____ Gee p my article pag article’ 







+ —4 the artist how to clinch the ad- 
vertiser’s argument. 


words Bidg., 8 »N.Y. 








A BARGAIN IN TYPE > 


NONPAREIL OLD STYLE 
LITTLE & 


(FARMER, 


CO”S MAKE) FOR 20 


CENTS PER L 


I have for sale about 400 Ibs of 
the Nonpareil Old Style which has 
been used in PRINTERS’ INK. Will 


sell all or part. 


‘The terms are cash; if you don’t 


want to buy, don’t w 


WM. JOHNSTON, Mar., 


PRINTERS’ INK 
10 Spruce Street, 


rite. 


PRESS, 
New York City. 

















ron $10. 


oo. 


publisher wishing to insert a 


column with 


Advertisement .—. 
short rtatement Pot ten lines = less in the 


ng 
of his paper, in the American Ne per Di- 


rectory for , may do so at 


at the n 


ry 
of ten a oieos, — price will include a free 


—_ of the 
as issu 


sent by express as 


. Ten lines will accommodate 


inse: 
ten centsa word. No display ow full-face 
can be used, Payments for statements of 
sort will be expected by check or post-office 


order when proof is subm' 


panying the original 


itted. For nt 
order—$10 or sixty 


e 
by the Directory ‘toot, * Not very 
rs was eo a 


offer of five thousand dolla: 
in one case fo. 


or a cates eee 
now granted for s Seca 


The American 
will also yn "eo publishes 


per Directory for 1895 
ers of n rs, 


who furnish 4 pictures, ill 


their new: 
havi cwrebeper Re ,- 


nection with the description of _ 


the nominal price of ten dollars, w! will. in. 
clude a copy of the book sent free by express, 
as soon as Teoucd. The necessary drawing or 
reproduction can be made from a pho’ ph 
or other picture, and for this work there will 
be no extra ee Such a ees may avers 


would a yy: a pub) 
office bu! ding worthy of 
desires that his face 


lisher who owns an 
illustration, or who 
me known to 


self of the privilege he ie cut 
must not i one inch in le or in 
width, and in ce is subject to the ap- 
proval of the Balto itor of the Directo: 


ose who take pains to examine issues of 


ink most a oo brin; 
turns. Address all coi 

ICAN NEWSPAPER D 
Spruce st., New York. 


DIRECTORY, No. 10 
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The Petamusted § February is the 
Binghamton §=§=8©° © Seedsmen’s Month. 


Eight Pages. 
Leader, Seven Columns Every Seedsman who wishes to 
use February issues of the 





BINGHAMTON, N.Y. . 
The Daily Leader, which has recent] V k Hy ‘ | | 
been reduced from $6. 00 to $3.00 per or, i Cc e ry & i 


is the only Evening Paper between New 





York and Buffalo with the Associated Li t 
and United Press Franchises, selling for eee is 
a penny. 
es 4 
Circulation, 8,200. cnet gous Cy ee 
aia ian Tis attic a a Frank Finch writes: 

e Democratic ee a 7. Es- “ 
tablished 1869. Issued y Hon Friday. That our papers always 
Reduced from $1.50 to $1.00 per year. 9? 
Eight pages, seven columns. ay. 


Circulation, 6,500. Monthy 1,500,000 ag 





The Leader is sold in 150 towns and 




















villages and is the best ye ge me- WRITE TO EITHER ADDRESS BUT 

dium in the southern tier of New York DO NOT DELAY. = 

and northern tier of Pennsylvania. PUBLICATION OFFICE, AUGUSTA, ME. 

Address. 
* ar NEW YORK OFFICE, TEM 0! 

The Leader Publishing Co., de ry | ELLIS, Momager 
. ” * 

BINGHAMTON, N. Y. ee 
4 weteeee. 





ver" 


ANACONDA STANDARD, 


ANACONDA, MONTANA. 


A sworn statement of THE ANACONDA STANDARD’s circulation for the month of 
July shows a net — 7 1,068 over June. While all other daily newspapers in the 
Northwest are wa’ THE Seanaame, by its “ os Pere y - icy, covers the ‘State 
of Montana, a fo = landear service of six hun (608) ng 4, - a 
conjunction with the Great Northern Railroad’s regular service ga 
what they wanted—the news. The phenomenal increase of circulation shows t t 4 
efforts are appreciated. The circulation of THE ANACONDA STANDARD is i 
that of any other =o newspa paper published between the =e > yy - tone — 
pe a ng the entire central northwest. Circulatio: Prost-office 

ts, paper ois tee. open for the in jon of @ ~— A wi any other 
daily daily Hnewspaper in Montana or the central northwest giv ve a sworn statement of one- 
as much circulation ? 


E. KATZ, eastern acenrt, 
166 WORLD BUILDING, New York City. 


paliforala, San Francised. 
THE EVENING POST 


is recognized, locally, as having the largest circulation of the Evening Dailies. 
Tue Post sends young men and women to the foremost educational institutions 
of California, free, every year, as premiums for new lists of subscribers. This is 
one of many reasons why THE Post circulates so largely among the best families 
of San Francisco. 


The Evening Post Is Alive. 


Hvuexu Hume, Proprietor. F. P. BALpwin, Business Manager. 
New York Office, RHINELANDER BUILDING. 


























46 
No Claims 


No Affidavits 

No Promises 

No Rebates 

No Discrimination 


= BUT «= 





THE GALL 


OF PHILADELPHIA 


Will Give Every Advertiser 


A FAIR RETURN 





For his Investment in its 


Columns. 


% 


EDGAR M. HOOPES, 


100000000000000000000000000C 





Witmincton, Dev. 


Manager of the Foreign 
Advertising of THE CALL. | 


PRINTERS’ INK. 





The Fact 


That 


THE HOUSEKEEPER ~ 


is the only woman’s home 
paper published in the North- 
west carries great weight with 
experienced advertisers. The 
circulation of 


Over 120,000 Copies 


is general and reaches just 
the people among whom to 
advertise articles for woman’s 
use, or for homes. 
Full particulars direct, or from 
Eastern Office : 


517 Temple Court, New York. 
Cc. E. ELLIS, Manager. 














am 


Pir tra trate em 


Art $1 PER Lovz. 


TAKE AN INCH 
IN 
THE MAYFLOWER 
AND 
GET AN ELL IN RESULTS 


a FIN CaF a Net at ed Ca Sa? 


AAA AAPA Fr Gr fr ra rrr 


PIII OOOO ULL UI UAL OAL 


FROM 160,000 SUBSCRIBERS. 
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- Will anybody undertake 
to say that the families 
in which religious papers 
are taken are not the 
buying families ? 

We put this question 
to you who have really 
useful things to sell. 





Put 

Them 

On 
Your 


Sunday School Times 
PHILADELPHIA. 
Lutheran Observer 
Presbyterian Journal 
os —- ~~" aed 
. Episco: Recorder 
List | Episcope n Instructor 
Chri stia 


These papers have ian Recorder 
the confidence of § Luthe 
their buying fami- Presbyterian Observer 














lies. 


= 





Over 225,000 Copies 
Religious Press 
Association 
Phila 
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The Sunday School Times: 


No other religious weekly has a 
better class of adult readers. 

No other religious weekly has 
as large a list of paid in advance 
subscribers. 

No other religious weekly 
gives so strong a guaranty that 
its advertisers are trustworthy. 

No other religious weekly is 
so particular as to the character 
of its advertisements. 








Put [averace oF LAST 
It 26 I7SUES 
‘ont ..164,195.. 
our] COPIES WEEKLY. 
List RATE: 
eWrite to. us tol 80 CENTS PER LINE 
sntemente and for For One or More Times. 





Religious Press 
Association 
Phila 


a 





FOR RATES OF 


ADVERTISING 


IN THE 


Boston —- 
Street Cars 


WRITE TO 


UNION STREET RAILWAY ADVERTISING CO., 


Sears Building, Boston. 
Times Building, New York. 


M. WINEBURGH, 


- - PRESIDENT, 
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The Farm News! 


THE HOSTERMAN PUBLISHING CO., Publishers. 


SPRINGFIELD, OHIO. 


Guarantees the reliability of all its patrons. 
Accepts no fake ‘“‘ads” at any price. 


MORE THAN 200,000 CIRCULATION 


Pays cash prizes for best written ads. 
Guarantees and proves circulation. 
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, GOES TO THE BEST PEOPLE. 
) 
) Recommended by scores of advertisers. § 
‘ An exceedingly low advertising rate. g 
« 
) NOW, HEAR YE ALL! @ 
y ( 
» 
GEO. S. BECK, apvertisinc manacer. § 
» 
« 
« > 
| Th N ; 
a 
} The Farm News! ; 
BE Ee Te, ae SES eT 
ae Ww WK ww ww wy © eK ww Ww 4 YN Wa \ : YW Wy VW 
SF WW WS LES TES TESTES TEN TES TESTES ESTES TIS ES ELE 
= They Pay Adverti - 
= They Pay Advertisers! ae 
< > ‘* Having carefully watched the returns s 
@ from my advertising in all the Dayton papers and kept track & 
Z Nahe Zs 
S of the returns from the same, I can unhesitatingly say, thatthe @& 
eS EvENING News proved by far the best advertising mediumin @& 
+S the City of Dayton. The returns from the EvENING News @& 
@ excelled those from the other papers combined, and to any one Ss 
§ desiring the best advertising medium in Dayton I would cheer- @& 
fully recommend the EVENING News as such.”"—£xtract from @& 
: Advertisers Letter. S 
- Dayton, OHIO, Times, COMBINED ss ering a= 
= Evening News, 14,000 Daily = 
ES Za 


Ww 
Mii 


Weekly Times-News 4,500 Weekly 


HY 


W/ 
MN 





For further H. D. LA COSTE, 
information 38 PARK ROW, ——————. 
address...... NEW YORK. 
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WATCH 


THE 


Peterson Magazine 
During 1895 

















THE - EVENING - PRESS 


DAYTON, OHIO. 


Guarantees Advertisers a larger 
circulation than any afternoon 
and morning paper combined. 
Advertisers are given the privilege 
of making this a part of their con- 
tract. Rates lower per thousand 
circulation than any paper in this 
section. 


ALL ITS CLAIMS ARE PROVABLE. 


LOUIS V. URMY, Eastern Advertising Agent, 
59 Times Building, New York. 
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Every State and [erritory 


@=e63206a2 


On Saturday, August 11th, I received my first order from the 
District of Columbia and the State of Louisiana. 

On Monday, August 13th, the first order from Idaho came 
to hand. 

On Tuesday, August 14th, the first order from California 
reached me, 

On Wednesday, September 5th, the first order from Utah came. 

On Saturday, September 8th, 1 had an order for the first time 
from North Dakota. 

On Monday, September 17th, the first order from the Indian 
Territory came in. 

On Saturday, November 3d, I had my first order from Wy- 
oming. 

On Friday, December 14th, I received my first order from 
Oregon. 

I am now able to proudly assert that I am selling inks to every 
State and Territory with the sole exception of Alaska. 


This is the more marvelous as the only way I have solicited 
trade has been through an advertisement in PRINTERS’ INK. 

I employ no agents and keep no books. My terms are CASH 
with the order. 

I have sold between one and two hundred tons of News Ink 
since January and no one has complained. 

I am supplying over one thousand offices with News and Job 
Inks. Ten thousand others would buy of me if the owners could 
overcome the habit of getting trusted for Printing Inks, 

I have surely made an impression on the ink trade, I sell 








500-pound Barrel at 4c., $20 
250-pound Barrel at 444c,, 11 
100-pound Keg at 5c., 5 
50-pound Keg at 5%<c., 2 
25-pound Keg at 6c., 1 


Saszs 








My ink is just as good NEWS Ink as can be*bought anywhere 
at 25 cents a pound. It is not a matter of price. 

My ink is the best in the world for newspaper work. That is 
all I claim for it. 

To make it certain that I can suit, all that I need is to see a 
copy of the paper to be printed, to know the kind of press used 
and the temperature of the press-room; and, most important of all, 
a CHECK with the order.. Address : 


WM. JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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INK. 


FROM 


500 to 5,000 Pounds | 


AT A CLIP. 


Cease ema 








On June 13th, 1894, I received an order for a 
sample barrel of my News Ink from Mr. W. H. Gan- 
nett, Publisher of “ Comfort,’”’ Augusta, Me. 

I shipped the same the following day and heard 
nothing further for some time. 

August 21st I received a second order. It was 
for a ton that time. 

On September 21st I received my third order 
amounting to a ton and a quarter. 

My fourth order reached me on December 15th 
and called for two and a half tons or five thousand 
pounds. 

This is the largest order I have yet received from 
any one and it is a “ Comfort” to know that my ink is 





giving such good satisfaction everywhere. 
t=" Almost every order I receive calls for 
“SAME AS WE HAD BEFORE.” 

The large New York publishing house of George 
Munro’s Sons has used more than five tons (10,000 
pounds) of my ink. 

Reader! Do you not feel a burning desire to 
send me a CHECK for $20 and get a sample 500- 
pound barrel ? 

Without the CHECK I cannot send it. Address 


WM. JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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No Extras. 


There are no extras 
if you advertise in the List§ of the 
C.N. U. 

No electrotype bills, no postage on 
orders, no postage on electro, no ex- 
tra clerk’s salary. 

What you save on “extras” will 
about pay for the space. So that the 
space costs you nothing, you see. 

It isa cheap way of advertising 
well. 

It is a thorough way of covering 
the territory. 

It is the only way of reaching 
about half the population of 1,400 
towns, in-the best part of the boun- 
tiful and open-handed West. 

Do you like the idea? 

Shall we send you our Catalogue? 


CHICAGO NEWSPAPER UNION, 


93 South Jefferson Street, 10 Spruce Street, 
CHICAGO. NEW YORK. 
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Nine Times 


Out of Ten. 


The advertiser who will use but one evening paper 


in New York City will, nine times out of ten, act 


wisely in selecting The Evening Post. No other has 


so large an advertising patronage. In influence and 


respectability it easily takes the lead.—PRINTERS’ INK, 


New York. 





CIRCULATION. 


The readers of The Evening Post are usually 





well-to-do, the most profitable customers, and 
its circulation cannot be duplicated. It reaches 
the men first, then their homes : two circula- 
tions at the cost of one, and a thorough read- 


“i 














ing at the leisure time of the day. 













































































are the largest advertisers. Unworthy and 
disagreeable advertising is excluded. The rates 
are invariable, and the advertisements are set 
under competent direction, and well printed on 
good paper. 





















































I 
ADVERTISING. 


Representative houses in all lines of business 








From January 1, 1894, to October 20, 1894, The 


Evening Post contained 390 columns of advertising 


more than in the corresponding period of any previous 


year, all at invariable rates—an exceptional record. 
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Q States 


of the Southwest subscribe to the 
bulk of the 145,000 copies issued every week by 
the WEEKLY CouRIER-JOURNAL of Louisville, Ken- 
tucky, and the Special Extra Edition of 200,000 
copies issued once each month. It has by far the 















largest subscription list of any paper in the Southwest. 
Every copy means a whole family of readers, and it 
has a stronger hold on them than any other paper in 
the world. It has been a part of their history for 64 
years. The Southwest is a prosperous section this 

year, and no advertiser can touch it without the ‘ 


WEEKLY 


COURIER-JOURNAL! 


Two Hundred Thousand Copies, ! 
October 29, November 26, December 31, January 28, February 25 


75 CENTS PER AGATE LINE. 





A. FRANK RICHARDSON, Eastern Agent, 
317 Chamber of Commerce, 14 Tribune Buildiug, 
CHICAGO. NEW YORK. 
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Cleveland 
Press 


asks no one to accept 
an unsupported state- 
ment of its circulation. 


It will prove to any one 


Hi that it sells over. . . 





70,000 


COPIES DAILY. J 


I 


Mi 


Cc. J. BILLSON, 
86 & 87 Tribune Building, 
NEW YORK. 
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Best Paper in St. Paul, 


The 
GLOBE 


Daily, 
Sunday, 
Weekly. 





ak 


Eastern Office: 517 Temple Court, 
New York City. 


C. E. ELLIS, Manager. 
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The great trouble with many newspapers is 


Defective Circulation 


That is also the trouble with many advertisers. The 
profits which come from the use of first-class me- 
diums are neutralized by the losses on second and 
third rate ones—papers which have little or no 
circulation. 


What is the Remedy ? 


The only certain remedy is to insist upon knowing 
what you are buying. That is the buyer’s right. 
It should be yours. Jt may be an assistance to you 
to know that the following papers make a point of 
declaring their circulation : 


Known Circulation 


Omaha Daily Bee, = 25,000 
Omaha Sunday Bee, 30,000 
Omaha Weekly Bee, 42,000 


If you have looked into the matter carefully and have any knowledge 
of the journalistic field, you will know that these papers are leaders. 

You will find it generally true that those papers which have a circu- 
lation to be proud of are apt to be pretty free in telling about it. When you 
come to think of it, this is not strange. It is the paper with little circula- 
tion, or whose circulation is overestimated, that deems it good policy to 
dodge behind indefinite statements. 


A. FRANK RICHARDSON, 


Special Agent, 
Tribune Building, New York. Chamber of Commerce, Chicago. 
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CARLETON & Kissan 


CONTROL THE ADVERTISING PRIVILEGES 
a. CARS 
“u STATIONS 
oem BROOKLYN 


ELEVATED RAILROAD 
From May rst, 1805 


CARS WILL BE EQUIPPED WITH a 


ADVERTISING RACKS 


Size of Spaces, 16 x 24 inches. 


FOR RATES, ADDRESS, ! 


CAKLETON & KISSAM 


915 Postal Telegraph Building, 


NEW YORK. 


av 
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By 





People read first, 
They then think, 
And afterwards buy. 


Give them something to read. 
Give them something to think about. 
Give them something to buy. 


And advertise that Something 
in the 


-960- 
Waiting Rooms 


On the 
Chicago, Milwaukee & St. Paul System 


Controlled by 
G. S. Mackenzie, Chicago, 


1160 Monadnock Building. 


By 
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CARLETON & Kissan 


CONTROL THE ADVERTISING PRIVILEGES 
a. CARS 
“uu. STATIONS 
orm BROOKLYN 


ELEVATED RAILROAD 
From May rst, 1895 


CARS WILL BE EQUIPPED WITH 


ADVERTISING RACKS 


Size of Spaces, 16 x 24 inches. 





FOR RATES, ADDRESS, 


CARLETON & KISSAM 


915 Postal Telegraph Building, 


NEW YORK. 
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By 


People read first, 
They then think, 
And afterwards buy. 





Give them something to read. 
Give them something to think about. 
Give them something to buy. 


And advertise that Something 
in the 


-960- 
Waiting Rooms 


On the 
Chicago, Milwaukee & St. Paul System 
Controlled by 
G. S. Mackenzie, Chicago, 


1160 Monadnock Building. 
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F all Publishers were honest, 
And Business Managers wise— 

A negative sort of statement 

Nobody ever denies— 
They would find their profits growing 

And their future tinged with pink; 
If they'd put a candid statement 

Every week in PRINTERS’ INK, 


& Calling attention of the general 
. advertiser to the particular 
- locality their paper covers, and 
. giving facts to show they cover 
. . it best—for in each publishing 
. centre some one paper must 
. lead—and rest assured that the 
advertiser will make a note on't. 
One oe one time, one hundred dollars. 
One- the space, one-half the price. 


A quarter-page, twenty-five dollars. 
Less space, 50 cts. and (classified ) 25 cts. per line. 





Jingle Ad. by E. L. Smith, Codman Bidg., Boston, Mass. 
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and 
ideas—this is the retail b: 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and suggesti 
k a about anything pertaining to retail advertising j to send ideas, experiences 
nts for the betterment a this department. 

ranch. 


ion; to 


PRINTERS’ iNK is a clearing-house for 
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I have heard the idea advanced that 
advertising is weakened if it is known 
that it has been written by some one 
not directly connected with the thing 
or concern advertised. 

I have never believed that this made 
any difference. I cannot see how the 
man who writes the advertising ac- 
cording to the instructions of his em- 
ployer can change the spirit of the ad. 
There are certain ideas to be conveyed, 
certain things that a merchant wants 
to have people know. It may be that 
he has not the time necessary to de- 
vote to the detail of telling them, and 
it may be that his business life has 
been such as to unfit him for the work 
of writing. The man who employs a 
good lawyer to plead for him in court 
does not weaken his case ; indeed, he 
would weaken it if he did not employ 
a lawyer. It would seem that this 
same rule ought to work in advertising. 

Out in Effingham, IIl., is a mer- 
chant who seems to have taken the 
bull by the horns, and I should say 
that he has made a good thing out of 
just this feature of having some one 
else write his ads. Mr. Mechler, who 
is going to write the ads, is one of the 
editors of the Effingham Democrat. 
He is also a partner in a real estate 
firm, and from the advertisement of 
his own business, which I reproduce, 
I think it is safe to say that he will 





We have a good residence in good location 
in the city of Effingham to trade for a stock 
of merchandise of almost any kind, just so 
that it is clean and staple. The property is 
in good repair and is worth eve dollar 
asked for it. The present_owner thinks he 
can make more money out of a stock of goods 
than he can by renting the property. This 
is a golden opportunity for some fellow who 
has a stock of goods that he would like to 
turn into first-class, gilt-edge real estate. 
Call and see us or write us for any informa- 
tion you may desire. 


LeCRONE & MECHLER, Effingham, III. 
Real Estate Agents. 





make a success for his client. Here 
is the announcement of his employ- 
ment as an advertisement writer. It 


appeared at the head of Mr. Meyers’ 
first ad, the store being a new one. 





At the solicitation of Mr. J. M. Myers I 
have this week consented to take charge of 
the advertising for his store, recently pur- 
chased of Mr. W. M. Thompson. My con- 
sent was obtained upon two conditions—that 
I should have absolute control of the adver- 
tising and that every promise made to the 
public in every advertisement be religious] 
and strictly adhered to. I have some pecul- 
iar ideas upon advertising and hope to be 
able to make the advertisements that I shall 
prepare both interesting to the public and 
profitable to Mr. Myers. _I believe in offering 
the people bargains and telling them why 
they are bargains. Mr. Myers also has some 
good, old-fashioned ideas of busi , among 
which is that he always makes his promise 

ood ; that if any customer is not satisfied all 

¢ has to do is to return the goods purchased 
and get his money back. ith the above for 
our business foundation we propose to see 
what liberal and judicious advertising will 
accomplish. All that is asked for my adver- 
tisements is that they be read. 

Very truly yours, 
EO. V. MECHLER. 








* & 
* 
Cc. D. Haw.ey, 
Manufacturing Chemist. 
Bertin, Wis., Dec. 14, 1894. 

Mr. Charles Austin Bates, N. Y. City: 

Dear Str—In the December rath issue of 
Printers’ INK you say you would like to 
know how Mr. Woods could prove that his 
fence signs brought returns. I wish to state 
in this connection that I believe fence signs 
pay. I found they did in my case. I used 
to bein the retail flour business. I placed 
roo signs on fences, giving the name of a 
flour I sold and my name as selling agent. 
The brand was a new one. I received al- 
most immediate returns. Farmers who had 
never been in my store would drive up and 
say they would like to try a barrel of the 
flour I advertised on the fences. I secured a 
line of trade in this way that I could not get 
by newspaper advertising. While I believe 
in using newspapers, I believe that a moder- 
ate amount spent in advertising signs on 
fences will, as a rule, pay well. The signs 
should be painted in bright colors on a white 
background, put up well and renewed at 
least once a year. Very truly, 

Cc, D Haw ey. 


The above is just the kind of a let- 
ter I like to receive. It tells some- 
thing definite from actual experience. 
I do not believe that signs on fences 
are very good advertising. Out of 
twenty thousand readers of PRINTERS’ 
INK, two have told me that they knew 
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fence advertising had paid them. I 
know personally of one other case in 
which it has been thought to be profit- 
able. If there are other cases, I 
would be glad to know of them, and I 
have no doubt that the readers of 
PRINTERS’ INK would also be bene- 
fited by the knowledge. 

My rule in advertising is a very 
simple one. Wherever it is possible, 
I would use the newspaper or some 
other established periodical. If there 
is a certain territory that is not covered 
by newspapers, I would certainly use 
signs or dodgers, or circulars or match- 
boxes or yellow dogs, or anything else 
that would reach that territory. The 
newspaper comes first because you can 
get more for your money in the news- 
paper than you can any other way. 

ou can reach more people for every 
dollar that you spend in the news- 
papers than you can in any other 
method of advertising. There is not 
any doubt about that. You can take 
a pencil and figure it out. I know 
from experience as an advertising so- 
licitor that business men can frequent- 
ly be talked into spending money for 
signs or for advertisements in direct- 
ories, programmes and various other 
schemes, when they were not using 
half the newspaper space that they 
ought to use. Frequently the adver- 
tising appropriation is spread out so 
thin over newspapers and all the out- 
side schemes that adequate representa- 
tion is secured in none of them. A 
hundred signs can be painted around 
on fences for a very few dollars, and 
it certainly looks as if they ought to 
bring in enough business to pay for 
themselves. It would look as if it 
were a pretty safe gamble to invest the 
money in the signs, but the best that 
can be said for it is that it is a gamble. 
There is no certainty about it, as there 
is in newspaper advertising. If the 
merchant will watch his advertising, 
and the returns he gets. from it, he 
can tell pretty soon just what things 
will bring him direct results, and if 
on a particular day he wishes to have 
a particularly large trade, he can ad- 
vertise these things and fill his store. 
When he is using all the space that he 
can use profitably in the papers, he is 
justified in going into other media, 
and not before. 

* # 

Miss Virginia Frazee has handed me 
a couple of circulars and a good-sized 
booklet which she has prepared for 


different dry goods jobbers. All of 
the matter is well written and well 
illustrated. The booklet is a particu- 
larly handsome one. It is devoted to 
wash goods, and each page is occupied 
by matter descriptive of some particu- 
lar kind of wash fabric. There is an 
illustration on almost every page, and 
both reading matter and pictures will 
offer suggestions to the retailer. who 
handles these goods or others of sim- 
ilar character. The booklet is pub- 
lished by Sweetser, Pembrook & Co., 
374 Broadway. I presume that they 
can be had for the asking. They are 
worth more than that. 

# # 


Carson, Pirie, Scott & Co., of Chi- 
cago, are using a number of attractive 
little booklets in their advertising. I 
presume that the booklets are put into 
the packages that go out of the store. 
It may be that they are also mailed 
and otherwise distributed. 

It is a mystery to me why there is 
not more advertising distributed in the 
packages which go out of stores gener- 
ally. Every time a package is sent 
out without a neat little circular or 
booklet there is an opportunity 
wasted. I know that these things 
pay. They bring direct returns, and 
they are particularly calculated to do 
so if the purchases with which they 
are inclosed have been satisfactory. 
One of these Chicago booklets is en- 
titled ‘‘ Hands Wanted.’’ It is about 
gloves. A little folder has a picture 
of a very comfortable couch on the 
outside page, with the quotation, ‘‘ For 
That Tired Feeling.”’ 

Probably it is a strange criticism to 
make, but I believe that these book- 
lets are too well printed to be very 
profitable. In large editions they would 
cost a good deal of money. They have 
more pages than are necessary, and 
really the matter is strung out to such 
an extent as to make it rather harder 
to read than it would be if it were 
condensed. Ido not believe in crowd- 
ing matter, but there is no use spread- 
ing a four-page folder out over a 
twelve-page booklet. 

* 


* 

Avery L. Rand, Boston, Mass., ad- 
vertises himself as a ‘‘ Large Edition 
Printer.’” He sends out some good 
advertising in the way of circulars, 
blotters and such things. From what 
I have seen of his work and his prices 
I should think it would pay large users 
of circular matter to correspond with 
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him. He makes this -broad, though | 
modest statement : ‘‘My code of ethics 
is to furnish advertisers with more | 
pamphlets and circulars for the same | 
money than can be bought else-| 
where, and I live up to my code too. 
The reason for this is not because I am | 
any better printer than many others, | 
but because I stick to this one line of 
work—large editions—and have un- 
equaled assistance in my machinery, 
far ahead of any other printing office 
in the United States.’’ The following 
sentence sounds very much as if Mr. 
Rand had been reading the ink adver- 
tisements of William Johnston : ‘‘ I say 
this because it is true, and the reason 
is that my office is fitted up to do this 
work and nothing else, and I have 
machinery the like of which no other 
printer possesses, built to turn out 
this work at less cost.’’ 
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For Shoes. 
ooo oo 
j ; ae 
: Get a Fit 
Large, 
Small, 
Wide and 
Narrow 
Feet “a 
uic 
gay a 
+ Courteously 
Shod 
} by 
4 EXPERIENCED SHOEMEN AT 


DAMON & SHIPPY’S, 


Waterbury, Connecticut. } 
. 2 + H+ +o 6 +o + e+ oes 


For a Laundry—(By C. A. Royce). 


A 
Good 
Dog 


Is BRAG, but HOLD FAST is bet- 
ter. It is easy to roll off froma log; 
how easy also to make large claims 
to the verge of recklessness. We 
will be modest and within bounds. 
What earthly use is there to talk 
about the “ Largest and Best Laun- 
dry 2” the “‘ finest outfit,”’ the ** most 
skillful operatives,’’ etc.? -All those 
we have, but to speak more to the 
point: 
Try our Machine-Ironed Shirts at 








roc. 
Try our Hand-Ironed Shirts at rac. 
Try our Stiff Collars with Soft, 
Pliable Buttonholes. 
Here, indeed, are some things to 
talk about ; in fact, they speak for 
themselves. 


= 


We mean by them dimes. 





SEND IN YOUR COLLAR. 











For Confectionery. 
%§ Do You et 


Like candy, good candy, the kind 
that tastes just as gi when you 
are eating the last piece as it did 
when you picked out the nicest look- 
ing one to commence on? 
We sell just that kind; our chocolates 
are especially nice and fresh. 4 


CHARLES G. KLINE, 
THE DRUGGIST. 4 








For a Printer—(By S. C. Bishop). 
Ceenenceseoneuccuseuseuaas 


lid 


People do that—make exclamations— 
when they see a man try to do business 
and still not have enough business pride 
about him to use neat stationery. e 
have a nice line of’ Letter-heads, Envel- 
opes, Cards, etc., which we can print for 
= you cheap, on short notice. 

= GLUE THIS TO YOUR MEMORY. 
DUCEOROSOEOEOSEEEEOS coneeD 

















For a Soap— By R. L. Curran). 


IT MAKES 
BLACK BLACKER 


—takes the dust .off; drives away 
that rusty appearance that grows on 
black things; restores the ustre, if : 
there was a lustre; restores the in- 
t tensity of dead-black, if that was 
the original appearance, and, like 
any other soap (only a little more 
quickly), it makes 


White Whiter 
Soap; 8 CENTS A CAKE, AT 
SMITH & SMYTHE’S. 


LN III) | 
By R. L. Curran. - 
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Doll’s Dollars 








That is 
what we are selling some pretty 

ood men’s collars for this week. 

The styles are new, the material not 
the finest nor heaviest, but the col- 
lars will wear prett well. We know, 
because we have sold the same stock 
in different shapes before. 


10 Cents 


_ gets one, and some useful infor- 
mation about the care of collars in the 
wash, if you call this week. 


SMITH & JONES. 
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‘Advertising Fable No. 5. 


The melancholy traveler said: “ What a dreadful thing it would 
be if I were struck blind!” and he must needs walk on ahead with his 
eyes shut to try how it would seem if this misfortune were to befall 
_ him. His fellow traveler coming after him, picked up a purse of gold 
which he, having his eyes shut, had not perceived.—Aisop. 











Haec fabula docet—don’t ‘‘ go it blind.” In 
advertising don’t blind yourself to possible ad- 
vantages by becoming frightened at improbable 
misfortunes. To be sure, a great many men 
have lost money in advertising. (They were 
not clients or ours.) Confidence and boldness 
are two essentials of successful advertising. 
Be sure you are on the right road—then go 
ahead fearlessly. We'll put you on the right 
road and clear away the stones.. Both of us 
can keep our eyes wide open for ‘‘ purses of 
gold.” 


Write to us about it. 


The Geo. P. Rowell Advertising Co., 
10 Spruce Street, New York. 
































